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A brand new idea in Display Lighting. 

It fills the window with a flood of 

direct light having a powerful beam of 

reflected light in the center. A most 

effective unit for lighting your spring 
Displays. 







Window 
Footlight 


The effectiveness of your displays depends largely upon your 


, selection of the display lighting equipment. Even your 
ta best display is improved by proper lighting. Plan 

“on \ est display is imp y proper lighting. 

“4, your spring displays NOW. We'll plan the 
Oe sy % lighting for you. There’s an X-Ray Re- —= 
© 8. B®, “7 £ 8 y < > 
i SPE flector for Every Lighting need. 

y. 


*, S85, NATIONAL XRAY REFLECTOR COMPANY 
as cs % \ NEW roRK CHICAGO LOS ANGELES 


Engineers in all principal cities 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 
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“Sales assistants not on the 
payroll’’—that is what one en- 
thusiastic store manager had 
to say about our display 
fixtures. 


They surely do speak a lan- 
guage of smartness, conven- 
ience and economy in the 
modern store. 


There are fixtures for every 
purpose—beautifully designed 
and representing the most ad- 
vanced merchandising ideas. 


So many new developments 
are being continually intro- 
duced that you have possibly 
not seen our latest lines. 


Why not write for a new 
catalog? 
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Visel-Darling Co., Inc. 


Bronson, Mich. 

































These members of the 
Knitted OUTERwear and 
Allied Industries are co- 
operating to increase your 


sales and profits! 


American Knitted Fabric Co. 
Appleton-Superior Knitting Works 
Arr-Tee Knitting Mills 
Atlas Knitting Mills 
Bamberger-Reinthal Co. 
Beaver Brook Knitting Co. 
Bender-Zimmer Co. 
Bradley ‘ee 
Columbia Knitt a& Mfg. Co. 
Crystal Mills, Inc. 
Meyer Dorfman 
Durable Knitting Mills 
Eagle Knitting Mills, Milwaukee 
Eagle Knitting Mills, Philadelphia 
Elbro Knitting Mills 
Ess-Arr Knitting Mills 
Federal Knitting Mills Co. 
Franklin Sweater ipo 
Gold Mark Knittin 
Gopher Knitting te a 
Green-Haas-Schwartz Co. 
Grushlaw & Sichel 
Hand Knit Hosiery 
W. F. Hummel Knitting Works 
Imperial Knitting Co. 
Jersild Knitting 
Keller Knitting Co. 
Kingston Knitting Co. 
Luxknit Sweater Mills, Inc 
Mallory Consolidated Knitting Mills 
Marinette Knitting Mills 
Massach usetts M 
Mengart nitting Go. 
Merrill Knitting 
Milwaukee ng 
New Brunswick Kn tting Co. 
New York Knitting Mills 
Norfolk Knitting Mills 
Palm Knittin " 
Patrick-Duluth Knitting Mills 
Reliable Knitting Works 
Revere Knitting Mills 
Rhode Island Knitting Co. 
Rich-Sampliner Knitting Mills 
Robsmith Knitting Mills 
Royal-Ascot ee Mills 
Shaker Knitting Mills 
Shawmut Woolen Mills 
Sheplan, Sabul & Palmer 
Standard Knitting Co. 
Star Knitting Co. 
Starr Knitting Mills 
Sunset Sweater 
Thermo Mills, Inc. 
United Knitting Co. 
Waitzfelder Braid Co. 
Weartex Co., The 
ASSOCIATE MEMBERS 
Ainslee Knitting Machine Co. 
Chas. F. Bankart 
Brooklyn Machine Works 
Button Machinery Co. 
vis, Young & Anderson 
Dubied Mac e Co. 
DuPont Fibre Silk Co. 
Erie Dyeing & Processing Co. 
Franklin Yarn Co. 
Grosser a Co. 
Hosey Worst 
Jas. Irving & Son 
Irving Worsted Co. ' 
Jos. M. Kahn Co. * 
Walter E. Knipe ™ oe Sons 
. F. Landman & 
James Lees & Sens Co. 
Leighton Machine Co. 
et Machine Co. 
S.& M. _ big g ne a 
Swe: —_ ews & Kni 
Outerwear 
Viscose Co. 
Thos. Wolstenholme 
Sons & Co. 


Look for the Knitted 
OUTERwear Button 
on the Salesman’s 
lapel—it indicates a 
Cooperator. 





deserves 
the preference 
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Knitted OUTERwear 


WindowDisplay Contest 
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Can you build a better display than this? 


Here is your chance to demonstrate the 
possibilities of Knitted Outerwear for at- 
tractive, attention-compelling display. 
You have an opportunity to win one of 
the five $150 prizes—and at the same time 
to build a trim which will pull increased 
business for your store, because of the 
tremendous, nation-wide buying in- 
terest in Knitted Outerwear. 


This contest is open to everybody, every- 
where. In order that you may enter 
upon an absolutely fair competitive 
basis, a first prize of $150 and a second 
prize of $50 is offered in each of five 





classifications: No. 1, Department 
Stores; No. 2, Garment and Specialty 
Shops; No. 3, Haberdashers and Cloth- 
iers; No. 4, Sporting Goods Stores; No. 


5, Dry Goods Stores. 


There are no strings attached to this 
contest except that the displays must be 
of Knitted Outerwear and must show the 
Industry’s symbol prominently. Write 
today for a copy of the rules and regula- 
tions, entry blanks and free display 
material showing the Symbol. Address 
any one of the co-operating firms listed 
in this advertisement, or the 


knitted OUTERwearBureatunc 
2 Gast Redwood St, “BaltimoreNa. 
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You Can Now Get Frankel Famous 
Period Display Fixtures In Either Metal or Wood 


In Metal, they carry the famous Frankel guarantee—that they will give satisfac- 
tory service whether they are in use one month or twenty years. 


In Wood, they are made of the finest kiln-dried lumber, glued in small sections 
and hence, positively will not warp. 


— >> | 





<— 


Both are exquisite in their finish which exactly duplicates 
Circassian walnut. Send for our catalogs A, B, C, D. 














1146 Broadway at 27th St., New York 


| PERIOD DISPLAY FIXTURES } 
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FALL DECORATIONS 
) 
of unusual beauty and originality are now being 
shown by our representatives throughout the country. 

A display you will enjoy seeing. Business-building 

decorations that you will admire — purchase and use. | 
You will find it well worth your while to see what we 
have to offer before placing orders ‘for your Fall | , 
Decorations. _ Materials and ideas of the highest type. | 
Prices well in line. 
L. BAUMANN & CoO. | 
357-359 West Chicago Avenue - - Chicago, Illinois 1 
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The Specific Force In Selling 
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 o<e  N the editorial section of this issue reference is 
eS made to the epoch-making advertising cam- 
Ee paign conducted by the electrical organizations 
and societies of the United States. Briefly, the accom- 
plishments of the drive are outlined, with the opinion 
ventured that what the electrical industry has accom- 
plished so also might similar benefits be attained in 
other fields of business and service. 

Another lesson may be taken from the electrical 
campaign, and concerns itself with the rich fields that 
are always available and awaiting the fearless, ven- 
turesome business enterprise to open them up so that 
they may distribute their treasures among the channels 
for which they were destined. 

A few years ago there were few men with the elas- 
ticity of imagination that allowed them to vision the 
miracles of modern business and inventive evolutions. 
Most of us believed that business methods had about 
reached perfection when there arose the retail cathe- 
drals of Marshall Field & Company, John Wana- 
maker’s and other great stores. But, just so long as 
there are men with vision, who can dream dreams and 
take from them just one little idea there will be advance- 
ment, improvement and additional introduction of 
progress. 

What has this to do with displaymen? Just this! 
The field of mercantile display holds a future of vast 
possibilities, a future that is steadily and surely being 
brought down to the present by men who think, by 
organizations whose desire to serve are reaching out 
and casting aside the seeming barriers to the entrance 
of a field of golden opportunity. 

The future success, the future profits of the manu- 
facturer or merchant: will be determined by the extent 
he employs the medium of display in his campaign of 
selling, and by the effort he exerts in the plan of com- 
munity service. Business organizations to-day realize 
the importance of display advertising and the vastness 
of the fertile and virgin fields only in a limited degree. 
The principles are accepted and generally understood, 





but not so perfectly is the application of them. And 
this is the knowledge that must be gained—the realiza- 
tion of the potentialities of the art, and the foresight 
and judgment that tells when and how to most advan- 
tageously arouse them té energetic action. 

Interesting indeed will be the observation of future 
efforts in sales making. Already analysts and those 
gifted with ability, or audacity, to predict future devel- 
opments, have proffered their respective opinions con- 
cerning posible progress in the mercantile world. These 
opinions are, of course, many and varied, but one 
stands pre-eminent when on close examination it is 
compared with actual conditions known to every manu- 
facturer and merchant who has something to sell. The 
opinions agree that the days of generalities are over as 
they may concern selling, and that the future sales 
power will be through one or many specific influences. 

Surely, a reasonable opinion, judging the future by 
the present tendencies as exerting themselves in modern 
business and community life. And applied to consumer 
buying we do not hesitate to risk a prophecy that 
visualization will be that specific force or influence. 

Who will get the future business will be determined, 
as it is to-day, by the policies employed and the service 
rendered ; but one thing is certain, and that is, that the 
people by nature are controlled in great degree by what 
the eyes see, and, without indulging in psychological 
proofs, visualization has thus far proved the most 
forceful factor and element in the process of buying 
and selling. 

The success of the electrical campaign was deter- 
mined by the keen foresight and knowledge of psycho- 
logical influences that placed things electrical with sim- 
ple yet with complete descriptions of them and their 
uses before the eyes of the public. The concerted and 
unified display program supporting forceful national 
and local written advertising was the determining ele- 
ment in this great campaign, just as it can be and will 
be in all future progressive campaigns in the great field 
of merchandising. 
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ERIOD DESIGN Display Fixtures 
have distinctive character and form 
the background for the favorable im- 
pression you wish your merchandise 


to make when on display. 





Examples of fixtures adapted from G2. 
intere 
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How I Built a Successful Business 


A story of an ordinary business man who appreciated the extra- 
ordinary power of window display in modern merchandising - 


By JOHN H. GARDELLA 
President, J. H. Gardella Co., Milford, Mass. 


“WENTY-FIVE years activities in the mer- 
Sh) cantile world, twenty of which were spent 
| as a store owner naturally include many 
interesting experiences. But of. most peculiar in- 
terest is the evolution of merchandising methods. 
These changes, which without exception have 
been developments, have come frequently and often 
have been tremendous in the 
element of change. In fact, 
the merchant of to-day, who 
was a merchant a quarter of 
acentury ago, finds only the 
principles of merchandising 
unchanged. New methods of 
applying these principles, the 
development we must term 
economic, advancing tenden- 
ties of every community and 
individual toward better ser- 
vice and conditions of exist- 
ence form the major points of 
this great mercantile re-estab- 
lishment. ; 
In old days merchants considered business pres- 
tige gained through a long establishment of a busi- 
ness in a certain locality the important essential, 
Practically the only essential for a successful con- 
tinuance of the business. Good merchandisé fairly- 
priced with the added element of community good 
will were the requisites for the successful merchant. 
Reviewing the older days from the present one 
Cannot help but noting the many specific develop- 
ments that have made merchandising to-day so 
diferent from merchandising in the latter part of 
the last century. Past prestige, that incomparable 
element of other days, has been, in so far as modern 
methods are concerned, supplemented by service. 
The fact that a merchant has for years served 
the community with good products, fairly priced, 





The appreciation of display value 
in sales-making and how advantage 
is profitably taken of it in his store 
is interestingly told here by John H. 
Gardella, president of the stores 
operating under his name in the 
cities of Milford and Hudson, Mass. 
Mr. Gardella, without hesitancy, at- 
tributes his success in great measure 
to his faith in and appropriate prac- 
tice of display advertising as a 
means of interpreting store policies 
and presenting merchandise values. 
The distinctive service of his stores 
forms a testimonial to display merit. 


means little to the present day consumer, unless 
this prestige is supported by an ever present evi- 
dence to render unusual service to the individual 
and community. And, one has but to look about 
him to note the results of the theory that past 
reputation is the only necessary essential to the 
retail store. 

Many elements enter into 
merchandising, but it is doubt- 
ful if any one is more import- 
ant than advertising, and of all 
forms of advertising I question 
the judgment that would des- 
ignate display advertising as 
second to any other form. In 
my years as a merchant I have 
observed the methods and pol- 
icies of hundreds of merchants, 
and during this time I have 
frequently observed store suc- 
cesses result from progressive 
policies expressed through 
window displays. 

This last statement I make advisedly, and brings 
me pretty close to home, since, I can and I do, in 
most part, attribute the success of my store to an 
application of modern policies of display. This 
store, the development. of a smaller business, ex- 
perienced a. somewhat checkered career before it 
came into my hands, and there were not a few 
who doubted the wisdom which brought it under 
my name about twenty years ago. Previously, 
three merchants had attempted to make a “go” 
of it, but without success. I have since learned 


that during these early years, none of the respec- 
tive owners evidenced any great amount of pro- 
gressiveness as we know it in these days of service. 
I quite confidently believe that the evident failure 
of the owners that preceded me was due to old- 
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fashioned ideas concerning retailing or a lack of 
knowledge and faith in advertising. 

My prompt affiliation with the idea of display 
came partly from observance of what big, progres- 
sive stores were doing in this matter and partly 
as a result of a process of self stock-taking. I 
put myself in the shopper’s place and then asked 
myself what things or policies would have a ten- 
dency to appeal to me. Remembering the strong 
effect of certain window displays I concluded that 
this was an excellent, if not incomparable, means 
of telling and showing the public how a store could 
serve. I felt, as a consumer, that I could welcome 
the suggestions that were possible through good 
window displays and that a store with neat, excel- 
lently displayed show windows was not unlike the 
faultlessly attired gentlemen, in which interest was 
bound to center. These feelings have, no doubt, 
been experienced by every merchant who is taking 
advantage of the possibilities that are ever-present 
in his show window. They have prompted and 
guided the policies of our show window and store 
interior display policies, and so successfully that the 
writer is wholly sold on the value of this form of 
advertising. 

I am a believer in every form of advertising, 
that is, every form that is high-class, honest and 
worthy of purpose. The newspapers, we use daily, 
and have done so since the business was taken 
over. We have done direct advertising on several 
occasions and employed other forms—all, I would 
say, with good results. However, our windows 
have been most successful and ranking on a com- 
parative merit basis, I do not hesitate to say that 
the dollar return value of the windows has exceeded 
substantially the returns from any other ad- 
vertising. 


{ 


sage 


Fashion Show Setting by Otto Laasche for Leopold Morse Company, Boston, Mass. 


Then, we must not forget, that while “bringing 
home the bacon” and putting it in the cash register, 
the show windows have elevated Gardella Service 
materially, and they have manifested our store’s 
desire to distinctively aid and express itself in the 
advancement of the community. It is the prestige 
that we strive for in all our display work, with 
direct sales a matter of secondary consideration. 
However, the sales that result from our windows 
total a vast volume over a period of twelve months, 
to say nothing of the sales resulting from display 
suggestions presented once the customer enters 
the store. 

The “side suggestion” should be given consider- 
ation by every merchant. In our store advantage 
is taken of vacant space by installing display cab- 
inets, cases and tables in which and on which some- 
times it is possible to display as many as one hur- 
dred items. These displays pay big profits and are 
maintained in spaces which in many stores form 
a portion of the floor space for which high rent 
is paid without in any way bringing a return. In 
a sense, these spaces pay the store or floor rent. 

Vizualization is the greatest asset in the program 
of selling, and the suggestion that comes from see- 
ing the merchandise in most cases results in sales. 
These cases and cabinets referred to present the 
actual articles and at such a time and under cot- 
ditions that are most advantageous. 

Briefly, this is my appreciation of display value. 
My experience has proved conclusively that met 
chandise of quality, fairly priced is more than half 
sold through the appropriate presentation of it 
Display is the greatest individual sales creator, but 
when supported with high-power newspaper ad- 
vertising its sales ability is proportionately ¢™ 
hanced. 
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Department Store Display Windows 


Distinctive successes are those in which displayman is director of his 
department with unhampered control of it—W. T. White, Sales Pro- 
motion Manager, outlines policy of Rike-Kumler Co., Dayton, Ohio 


BT will be observed that the department stores tion of an artist capable of effectively accomplishing 


taking best advantage of the possibilities af- the purpose. Stores like Marshall Field & Co., John 

€ | forded through displays in the show windows Wannamaker’s, Strawbridge & Clothier, Mandel Bros.. 
are generally the most successful. And, incidentally, Rike-Kumler Co., R. H. Macy, Inc., J. L. Hudson Co.. 
it will invariably be learned that these stores have a The May Co., Jordan Marsh & Co., Filene’s, and many 
studied plan and policy of dis- others of this character, have at- 
play that is diligently and rigidly Much has been said concerning tained their elevated positions in 
enforced under the direction of the displayman as a power in the the mercantile world through the 
a display manager vested with salesforce of the retail institution,’ practice of distinctive service, 
the full authority of his office. but despite the fact that he is valued and no one can deny the fact that 
Much of the inefficiency ap- as a high-power salesman he has window displays in these stores 
parent in department stores is not, in many cases, been received have assisted materially in the ac- 
due to a lack of appreciation of by merchants as a full-fledged ex- complishment of the success and 
display value, or the unwilling- ecutive. It will be noted that great prestige of these great institu- 
ness to place the operation of the display successes are regular con- tions. And, in every one of 
display department under the tributions in the store service of them the display manager is di- 
control of a competent director those organizations wherein the rector of his department, not a 
with the power or authority to displayman weilds the authority in figurehead susceptible to orders 
assert his convictions concerning matters pertaining to his division. concerning methods of display 
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ar ins the window merchandising and have More display executives are needed. from those frequently incapable 
weve at his disposal a reasonable ap- ' of issuing them. These stores 
Pa waa propriation with which to make his windows function have placed their window display advertising under the 


efficiently in selling and building of store prestige. direction of specialists in the art of mercantile decora- 
The display success of the country’s leading retail tion, and in doing so have been guided by that infallible 
institutions has been due to a liberal store policy. which principle that the display artist should know more 


deration. 
windows 


months, — : ; ; ; : : 

\ cate insists on windows that reflect the store’s merchandis- about displaying merchandise than the credit manager. 
S : aE ; A : “Sie! s 

a eel ing policies and that store’s aim to serve the community, The display manager’s importance in the store’s 


with the fulfillment of these essentials under the direc- selling organization is second to none, and his judg- 
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Mallory Hat Display by J. H. Hilton for Mike Plaut Company, Danville, Illinois 





ment on matters of display should be constantly co- 
ordinated with the opinions and judgment of other 
store executives in the matter of merchandising. This 
subject will be discussed in future issues of The DIS- 
PLAY WORLD, but as an introductory let us look 
into the sales promotion department of the Rike- 
Kumler Company, Dayton, Ohio, one of the most dis- 
tinctively successful retail institutions in the country. 
Co-operative service dominates the machinery of this 
organization, and its appreciation of display value and 
the acceptance of the policy that a display manager 
should be what the term implies, is interestingly told 
by W. T. White, sales promotion manager of this 
organization. 

“The advertising and display department of The 
Rike-Kumler Company operate most intimately in co- 
operation,” says Mr. White. “A sales promotion office, 
directly under the supervision of the merchandise office, 
co-ordinates the efforts put forth by both of these 
divisions. 

“Daily plans of the store are worked out by the 
sales promotion office in conference with the buyers 
and members of the merchandise office. These plans 
are then again discussed and analyzed in detail in con- 
ference with the advertising and display managers. In 
this manner a very closely woven campaign, as far as 
publicity is concerned, is made possible. 

“It is our idea to have the display and advertising 
departments as much one big division as we can, and 
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Effective Straw Hat Display by S. Cohen for Roos Bros., San Francisco, California 
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this is accomplished through daily conferences in the 
sales promotion office with the directors of these de- 
partments, as well as weekly meetings of these depart- 
ments at which the entire personnel of these depart- 
ments is present. 

“The values of our display windows are placed at 
prices according to the location in front of the store. 
Charges made to the various departments for the use 
of window space depends on the length of time they 
are used and the location of the window. It is true 
that in most every store departments are more or less 
featured generally in the show windows. However, 


the ratio of the use of our windows by the departments | 


in the store is generally in proportion to the amount of 
business those departments do. We also keep in mind 
the type of merchandise the department handles, for 
it is generally our policy to make our windows as at- 
tractive as possible. 

“The general policy used in our windows is of two 
types—to build prestige for the store from a high-grade 
merchandise standpoint, and the coupling up with sales 
features when they are big enough to warrant this 
sufficient effort. We find that this attracts considerable 
attention because it changes the entire effect of out 
windows very frequently. Too often a sameness re- 
sults from adhering to one general policy. In our store 
the display manager has complete supervision of all 
window and store decorating, and is in every sense the 
director of the display department.” 
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About Merchants and Brown Mice 


Average merchant of to-day fails to take advantage of tremendous 
opportunities—Afraid to take a chance policy hinders development 


By SMITH B. QUAYLE 
Former President, Associated Ad Clubs, St. Paul, Minn. 


LL business is divided into two classes. The 

quick and the dead. The aggressive and 
the conservative. One firm has initiative, 
another has inertia. This is largely a matter of 
mind. Just a mental.condition. They think them- 
selves into success or failure. This is not difficult. 
In fact it is the easiest thing men do. The greatest 
teacher who ever lived on this 
old world said, “To him that 
hath shall be given, but from 
him that hath not shall be 
taken. even that which he 
hath.” 

How can you take away 
what is not? Here is a simple 
illustration: Drop your right 
arm down by your side and 
never move it again. In due 
time the muscles will be atro- 
phied. There it will hang use- 
less and an encumbrance. The 
vigor which it has not used will 
be taken away. The helpful 
member will have become a burden and a handi- 





cap. In like manner the brain may become atro- - 


phied from disuse. It can become stagnant from 
monotony. The tragedy in this is that some men 
do not know it. Neither will they believe it if they 
are told. 

There is nothing so tragic in business as a static 
mind. Did you: ever meet a man who did not be- 
lieve in advertising? I have. I knew a concern of 
considerable success that was proud of the fact that 
it never had advertised. They had, by word of 
mouth, built up a reputation for underselling. Bar- 
gain hunters flocked there. They ran on the rocks 
during the recent years of inflation and deflation. 
They had built up no reputation for either quality 
or service. They had no loyal friends among the 
buyers. When the cheap days were over and they 
could not sell cheaper than others, because of the 
rising cost of operation, then the bargain hunters 
left them like rats from a sinking ship. 

A business institution is the sum of its friends. 
Profits are made from repeats not from one sale. 
The satisfied customers of each year are added to 
those of the next. It is just a matter of addition. 
Buying at that particular store becomes a habit 
with hosts of people. Retail advertising.is store 
news. It does more than influence an immediate 


In this article Mr. Quayle force- 
fully describes the present status of 
merchants, employing two divisions 
or classes into which he consigns 
them. The long experience of in- 
timate contact with merchants and 
merchants’ problems have equipped 
the able Mr. Smith with construc- 
tive solutions and suggestions that 
will be of tremendous influence in 
their application to present business 
methods. Mr. Quayle is a construc- 
tive thinker and sure builder. 


sale, it builds up cumulative good will. Stores have 
personality. We think of Marshall Field & Co., 
Wanamaker’s and Eaton’s among the great stores 
in the same way as we think or Rockefeller, Ford, 
or Edison as outstanding personalities. Was it 
Emerson who said, “every great enterprise is the 
lengthened- shadow of a personality? Marshall 
Field stamped his personality 
upon the great store that bears 
his name. This was also true 
of John Wanamaker. In the 
Dominion of Canada people are 
reminded of the unique person- 
ality of Timothy Eaton in the 
two great stores which he 
founded. In the final analysis 
all permanent business success 
is built upon character. That 
is not an old fashioned idea. 
It is the eternal struggle of 
right against wrong which is 
reflected in the acts of men and 
in the enterprises they build. 

After two thousand years we have not yet 
caught up with the teachings of Jesus of Nazareth 
who gave us the Golden Rule. That rule of conduct 
toward our fellow men has never been over-worked. 
In fact it has never been seriously tried. Right 
now we seem to be facing better days. Through 
business men’s organizations like Rotary, Kiwanis, 
Lions, Exchange and Old Colony we are rising 
above selfishness in our thought of the other fellow, 
but we have yet a good ways to go toward the 
universal practice of the Golden Rule. 

In the city of Saint Paul there is a great store 
called The Golden Rule. Their slogan is, “Our 
name is our policy”. In a surprisingly short num- 
ber of years it has gone far ahead of older stores 
there. Their policy has been right, but I believe 
the name has contributed most to their success. 
The thought conveyed by that name in the adver- 
tising has made folks expect something a bit better 
from that store. The name on their literature and 
stationery has stimulated the management to better 
merchandising and better service. To my mind it 
is an unique example of the power of suggestion. 

No store or concern is better or worse than 
the management. Policies sift: clear through to 


the porters and the office boys. I have been going 
in and out of business houses for twenty years, and 








I do not need to be long inside before I visualize 
the head of that concern. Sales people are the 
points of contact but the current originates in the 
private office. 

Speaking of a policy hooked up with a trade 
name. Square Deal Miller sells jewelry in Detroit. 
The message you get from the painted boards, the 
posters and the newspapers is just that “Square 
Deal Miller sells jewelry.” His store is not cen- 
trally located, but that “square deal idea” has 
placed him in the center of the buyers mind. It 
is a big store. The story was told in the American 
Magazine some months ago. The store lives up 
to its name. The “square deal idea” has permeated 
the whole organization. That is the-rule of the 
house. Many other jewelers in Detroit have as 
good a stock at as reasonable a price, but the public 
does not know it. There is the power of sugges- 
tion and the power of advertsing splendidly har- 
nessed up together. Neither the Golden Rule Store 
or Square Deal Miller are old institutions. They 
have reached their present commanding positions 
in ten years through the power of an idea. 


Age of Store Is Advantage 


The age of an institution is never a handicap. 
It should be a distinct advantage. Keeping step 
with the music is the mark of intelligence. Three 
centuries ago The Hudson’s Bay Co. was organized 
to gather and market furs. Their outposts stretched 
from Montreal to Vancouver, from Oregon to the 
Arctic Circle. As long as men love adventure, the 
stories of their factors will thrill the heart. As 
long as men admire heroism the tale of their trap- 
pers will inspire to fresh courage. Did the Hud- 
son’s Bay Co. decline when the onward march of 
pioneers drove the hunted things to the far places, 
and pelts were scarce? It did not. Perhaps the 
love of adventure in their blood kept them aggres- 
sive. To-day, three centuries after, Hudson’s Bay 
Co. is the largest single merchandising organization 
in the world. Their department stores are in every 
center from Winnipeg to Puget Sound. Their mag- 
azine, which is called “The Beaver”, is issued every 
month to their employees. It throbs with the spirit 
of adventure and aggressiveness. 

There is no virtue in age or in youth alone. It 
is the spirit that makes the institution. The spirit 
must stay young and alert. The ability to think 
independently and the courage to act differently 
is the important thing. There are many greater 
preachers than Billy Sunday, but Billy is different. 
I remember hearing him one time at a big advertis- 
ing luncheon in Chicago. He was introduced in the 
conventional way—‘we have -with us_ to-day.” 
When Billy stood up he jumped on a chair and 
stepped to the middle of the table. No man ever 
forgot that. It was a different message delivered 
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in a different way. There have been greater states- 
men than Theodore Roosevelt, but he was different. 
Most business men are like a lot of brown mice. 
They look alike and act alike and think alike. Any 
sudden noise drives them scampering to their holes. 
Just brown mice, timid, afraid to take a chance. 
When they know that advertising is something to 
sell they don’t raise their voice above a squeak. 
They open a store like a piece of cheese in a trap 
and wait for the people to come in and nibble. That 
repetition makes reputation is a fixed rule of adver- 
tising and experience. They may make one timid 
statement about their business and let it go at that. 
They neglect every known and tried rule of busi- 
ness promotion and wonder why they fail. Every- 
body these days is talking standardization. Stand- 
ardize! Standardize! Make brown mice out of 
everything. What we need is more specialization. 
More individuality. Well, you say, Henry Ford 
made his success by standardizing. He makes a car 
like a watch. One part like every other part. He 
had to do that to get volume in production, but he 
specialized by giving the biggest value for the 
lowest price. He has kept on specializing along 
that line, and no one has yet produced a similar 
product for a lower price. He was different. No 
one can tell me that Henry Ford believed his peace 
ship would stop war anymore than we did. But 
that very year Overland was spending two million 
dollars for advertising and Henry Ford got front 
page position in every newspaper in the world for 
nothing. Being different has paid him big dividends. 


It’s In Being Different 


Grocery stores are about the oldest stores there 
are. Just a few years ago a fellow started a 
grocery store and called it Piggly Wiggly. That 
word suggests groceries just like the word “pig” 
suggests music. It is different. A different name 
with a different system has made the other chain 
stores step to new music. If I had a store and 
all the other stores in that block were black | 
would face mine with glazed white tile; and wash 
it down every little while to keep it white and 
different. If their stores were white I would make 
mine black with red trimmings. In these days of 
cheap radio installation I would pull music and 
amusement out of the air and invite everybody in 
to hear it. I would have my show windows distinc- 
tive and display only one article or line at a time. 
I would take that article out every evening and 
put in something else for the next day. 

Marshall Field show windows are always dis- 
tinctive and different. The brown mice run around 
and look them over, then run home and make 4a 


. poor imitation. There is a ladies’ ready to wear 


store in Cincinnati which has show windows with 


(Continued on page 51.) 
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The Relation of Illumination to Sales 


Efficient store and window lighting stimulates vision and permits o: 
quick and easy examination of merchandise 


By N. W. TOWNSEND 


Lighting Efficiency Engincer, National Lamp Works of the General Electric Co. 


GOOD lighting installation in any store 


serves a double purpose; first, it permits 
merchandising in the easiest and most effi- 
cient manner possible; second, it advertises the 
store, thus turning the minds of its customers and 
potential customers favorably to this particular store. 





constant speed. The impression of reduced speed 
with the higher intensity of illumination is due 
solely to the better and quicker vision which the 
higher illumination provides. 

In addition to permitting the customer to ex- 
amine merchandise quickly and easily, good lighting 


One of the principal advan- 
tages of good lighting in the 
store is that it quickens vision 
and thus permits the customer 
to examine merchandise more 
quickly and easily than it is 
possible to do under poorer il- 
lumination. Perhaps it can be 
better understood how good 
lighting does actually quicken 
vision by speaking of a single 
optical test which demon- 
strates this fact. 

A phonograph mechanism 
rotates an upright cylinder, on 


In this, the second of a series of 
articles on store and window light- 
ing, Mr. Townsend discusses the ad- 
vantages at the command of the 
average store through the means of 
efficient illumination. The prom- 
inence of this essential in modern 
merchandising should be paramount 
since attention or. interest in mer- 
chandise displayed cannot be ob- 
tained without first having attracted 
attention. Poorly lighted stores can- 
not function efficiently in getting 
this powerfully important attention. 


adds attractiveness and value 
to even the best of merchan- 
dise. One of the bugbears of 
so many dealers is the returned 
goods problem. This is a prob- 
lem which usually can easily be 
appreciably lessened by the in- 
stallation of better lighting. 
Better lighting shows the true 
value of merchandise. By do- 
ing this it very largely does 
away with dissatisfaction on 
the part of customers who 
would either return the unsat- 
isfactory goods or else take 





which there is type matter, at 

a constant speed. This mechanism and the cylinder 
are mounted in a darkened box and as the illum- 
ination upon the cylinder is changed from low to 
high intensity, the cylinder apparently slows down 
and the type matter becomes much more legible and 
more easily read. Actually, however, the cylinder 
does not slow down, but continues rotating at its 


their trade elsewhere. 

Still another reason why good lighting is of such 
value to the store is that it creates an atmosphere 
of cheerfulness which reacts most favorably upon 
both the customers and the sales people. It is but 
to be expected that the customers like to shop in a 
cheerful, well-lighted store. And on the other hand, 
the sales people quite naturally prefer to work in 





Early Summer Display by J. T. Mackey for the Herpolsheimer Company, Grand Rapids, Mich. 








such a store. And it has been proved that sales peo- 
ple are more efficient and tire less easily in the 
well lighted store than in a store that is but 
poorly lighted. 

Another reason why good lighting pays the 
merchant is that it creates an impression of cleanli- 
ness, neatness and up-to-dateness upon even the 
least discriminating shoppers. 

In these days of centralized and rather con- 
gested shopping districts the merchant has many 
difficulties to overcome. In the first place his space 
is usually quite limited. Good lighting makes it 
possible to use every foot of floor space and to 
eliminate dark, dingy corners. Then there is the 
matter of store location to be considered. The 
corner store is generally regarded as being the 
store that perhaps has the ideal and preferred loca- 
tion. But the store located in the middle of the 
block—where, perhaps, rent is cheaper—can over- 
come this handicap by the installation of a good 
lighting equipment—one that will make his store 
stand out and be pleasantly conspicuous. 

Competition is something which practically 
every merchant must meet. Something must be 
done to make his store stand out from the rest 
and to attract favorable attention to it. Many 
progressive merchants have found that good light- 
ing is one of the very best means to overcome com- 


petition. Good lighting, both in the display win- 
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Display by H. H. Hegener for the W. H. Roland Company, Springfield, Illinois. 
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dows and in the store interior, will do much towards 
attracting trade from the poorly lighted stores. 

Another handicap caused by stores crowded so 
closely together is that of lack of sufficient day- 
light. Today, a large percentage of stores must 
be—or should be—lighted artificially a great share 
of the time. If artificial light could be had for the 
asking, no merchant would be content to have his 
store dimly lighted. It is this matter of expense 
which so often causes the merchant to “skimp” on 
his store lighting as much as possible. So much 
attention is given to reducing overhead costs that 
frequently a “penny-wise-pound foolish” policy is 
adopted, especially in regard to lighting expenses. 

Quite frequently one finds a merchant turning 
on his lights as the customer comes into the store 
and turning the lights off as the customer leaves. 
In doing this, the merchant overlooks the fact that 
a brightly lighted store does much towards attract- 
ing a prospective customer to the store in the first 
place and that consequently his store interior should 
always be lighted during business hours. 

Good lighting is of the utmost importance in 
efficient merchandising, and lighting costs should 
not be curtailed to a point where adequate illumination 
is no longer obtained. The one thing to bear in mind is 
that good lighting is the primary requirement—the cost 
is secondary and will not be high enough to offset the 
dollars and cents value obtained. 
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Sales Clincher in National Campaign 


Experience has taught manufacturers that national advertising cam- 
paigns fail of full accomplishment unless supported by appropriate 
window displays — Vizualization greatest power in sales-making 


ANY display managers and advertising 

authorities predict the greatest develop- 
ment in mercantile display will come 
ot the activities of the manufacturers of 
nationally advertised products, manifesting itself 
as a result of carefully planned and diligently ex- 
cuted display campaigns. 

The prophecy seems sound, and basing opinion 
on accomplishments of the manufacturers during 
the past few years, it is readily accepted. Slow to 
accept in full the real importance of display as a 
factor in sales making, manufacturers have evi- 
denced a right about and to-day accept it as the 
best force in the sale of their products. Producers 
and distributors have been confronted with the fact 
that the institutional adverising placed in journals 
of national distribution at a vast expense has failed to 
bring a return commensurate with the expenditures 
made. They have also found out to their startled 
surprise that the millions of dollars expended in 
any effort to create and establish the constant de- 
mand for products so advertised has at best resulted 
ina small part of the program’s success. When 





_keen analysts, investigators and statisticians com- 


pleted their check-up on the results of national 
advertising the organizations for whom the analysis 
was made, the manufacturers, were struck almost 
dumb on learning that many years of advertising 
with a cost approaching the billion mark succeeded 
in establishing their products with less than 30 per 
cent of the shopping public. The report means that 
national advertising, the kind that has featured 
previous campaigns, failed to register with more 
than 70 per cent of the country’s consumers. 

The realization of this fact—that only thirty out 
of every 
others of daily use specified any specific brand or 
make when making the purchase—demanded a 
more intense study of shopping propensities and a 
consideration of advertising plans, with a certain 
knowledge that something was missing in previous 


hundred buyers of food products and 


campaigns. The result of the manufacturers and 
advertisers consideration of the problem brought 
into prominent discussion the show window as a 
means of support for the written ad. The display 
tie-up was introduced and immediately results 
were manifest, with an increasing appropriation 
for and use of display showings until to-day win- 


_dow display is accepted and featured as the major 


factor in present day advertising by practically 
every national advertiser in the country. 

The actual value of appropriate window display 
insofar as it concerns itself with nationally adver- 
tised products is excellently manifested in the suc- 
cessful selling campaigns of the Parker Pen Manu- 
facturing Company, Janesville, Wisconsin. So re- 
sultful has display functioned in the Parker drives 
that this form of sales-making has become the most 
essentially important in all advertising and selling 
campaigns of this nationally known organization. 

That skilled departments and specialized artists 
function in the operation of the Parker Company 
program is evident from the results obtained, and 
another pre-iminent factor, assisting materially in 
the success of the system, is the 100 per cent display 
enthusiasm maintained by the company executives. 
Mr. K. S. Parker, advertising manager, outlines 
the system of display creation and distribution in 
his organization as follows: 

“Supplying advertising material to 30,000 re- 
tailérs in different lines of business is a rather 
difficult job and must be systematized if one is to 
get a high percentage of use out of the display ma- 
terial issued. We have discontinued the practice 
of issuing display material to our entire dealer list, 
regardless of whether it has been requested or not, 
because we believe this gives retailers the impres- 
sion that the material is cheap, inexpensive, and 
that it doesn’t matter much whether they use it or 
not. This policy permits us to use a higher grade 
of material by cutting down the waste. 

“Window trims are sent out to dealers who re- 











An Effective Parker Duofold Display 


quest them directly or through Parker representa- 
tives. Displays are requisitioned on the form 
provided. The salesmen are required to fill these 
forms out accurately and completely so that we can 
form a good picture of the dealer in question and 
send him window display material which will fit his 
individual requirements. In other words, we want 
to send him something that fits, instead of a ready- 
made suit of clothes. 


“Another feature of our system of sending out 
material is that we make monthly shipments in- 
stead of daily shipments. Our magazine advertis- 
ing is so arranged that it comes out practically sim- 
ultaneously each month, and in order to synchron- 
ize the window displays with this national adver- 
tising it is sent out so that it reaches the dealers 
about ten days before the publication date. In this 
way we get a great many windows in at the time 
when issues of magazines carrying Parker adver- 

















Excellent Example of Manufacturer Co-operation 
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tisements are being read. 

“For instance, every four weeks there is a Par- 
ker Pen color page in the Saturday Evening Post. 
The next ones will be May 5th and June 2nd, and 
therefore, dealers will receive the window displays 
from us about a week before these dates. When a 
person reads a copy of the Saturday Evening Post, 
and sees the Parker Pen page, which is hard to 
miss, because of it being in color, and then walks 
down the street and sees three or four Parker win- 
dow displays, he is very likely to buy. 

“This monthly shipping schedule also simplifies 
work in our advertising shipping department con- 
siderably. It permits us to handle it on a produc- 




















Another Display Usmg Parker Display Material 


tion basis a few days a month instead of on a hand- 


to-mouth basis all during the month. With each: 


shipment of display material a printed sheet is en- 
closed showing how the set-up should be arranged 
and stating when this display can most profitably 
be used, and also giving the intrinsic value of the 
display material so that the dealer will know it ac- 
tually does cost something.” 

Carl O. Nyblash, advertising manager for The 
Coffield Washer Co., Dayton, Ohio, attributes much 
of the exceptional sales record of his product to 
the power of window display. Referring to the 
methods and systems employed by the Coffield 
Company, Mr. Nyblash says: 

“Our regular “trim” material consists of a set 
of six cards each of a different color and each 
bringing out an outstanding selling point of ou! 
washer. They are made of heavy railroad board 
with an easel on the back. 
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“Another card produced by the silk-screen pro- 
cess with a dark blye background and lettering in 
white, with our trade-mark in red, is also a part of 
our window material. It is intended to be used 
in connection with our demonstrating machines and 
calls attention to the rapid water action. Window 
streamers with the slogan, “It’s so easy to buy the 
Coffield Electric Washer,” are also included in the 
class of regular display material. 

“In addition to such trims, we get out special 
cards and streamers for use in connection with 
special campaigns. These are produced by the silk- 
screen process in three colors. The posters are 
also in three colors and together with the cards, 
they form a rather striking appeal and tie in with 
newspaper and direct advertising used during the 
campaign. As a hook-up with our national adver- 
tising, we issue a so-called “Jumbo” ad which the 
dealer places in his window at the time the adver- 
tisement appears in the publication. 

“All these window helps are furnished free to 
our dealers and distributor. We experience hardly 
any difficulty in getting them to-use these helps 
since practically all seem to appreciate the value of 
window advertising. 

“Material is furnished as a part of the advertis- 
ing outfit of the new dealer and later, if he needs 
additional material, we furnish it to him on his 
request. The fact that these trims are used can 
be seen from the rapidity with which our stocks 
are depleted. We have some difficulty in keeping 
pace with the demands. 

“In our dealer bulletin, the Coffield News, we run 
photographs of window displays and from time to 
time, give suggestions about window dressing. Our 
traveling representatives also assist dealers with 
their windows and our distributors assist their 
dealers the same way.” F 
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How Hellrung & Grimm, St. Lows, Mo., Employed Manufacturer's Display Material in Showing of Washers 
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The foregoing are typical examples of the pres- 
ent-day methods of selling, and while the mer- 
chandise and products may vary widely in character 
and purpose, experience has proved that one may 
be as successfully sold through display advertising 
as another, and it is to the appreciation of this fact 
that progressive manufactures consider this form 
of advertising vitally important in all selling cam- 
paigns. They have learned through actual tests 
that vizualization is unmatchable as a means of 
convincing the prospective buyer. 





FAIRBURY BUSINESS INSTITUTE FEATURED 
BY LECTURE OF ELLSWORTH H. BATES 


Ellsworth H. Bates, display manager for C. W. Klemm, 
Inc., Bloomington, Ill., was one of the principal speakers 
on the program of the Fairbury Business Men’s Associa- 
tion two-day institute, held at Fairbury, Ill, April 19. 
Mr. Bates addressed the delegates on “The Value of Win- 
dow Display,” and following his discussion answered ques- 
tions and gave advice on window problems. 





NEW DISPLAY MANAGER FOR WERNER SHOE CO. 


F. A. Russell has been selected to fill the position left 
vacant on FT. E, Bopp’s resignation as display manager for 
the Frank Werner Shoe Co., San Francisco. 





REICH & LIEVRE APPOINTS NEW DISPLAY 
DIRECTOR FOR FRISCO STORE 


P. C. Juer, whose accomplishments in the display de- 
partment of the New York Store, Los Angeles, brought 
so much favorable comment, has accepted the position of 
display manager for Reich & Lievre, San Francisco. 





McGARRY TO LEAVE LUDWIG BOWMAN & CO. 


M. McGarry, display manager for Ludwig Bowman & 
Co., Brooklyn, has announced his intention to withdraw 
from that organization. 
Namm & Co., Brooklyn. 


He was formerly with A. I. 
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The Pulse of the National Advertiser 


Analysis of national advertising campaigns evidences the growing 
appreciation of window display as most resultful force in creating con- 
sumer demand—What manufacturers say about this vital sales factor 


I am a regular reader of The DISPLAY WORLD and 
follow diligently all of the constructive articles and discus- 
sions featuring every issue. This fact should allow per- 
mission to take issue, when in doing so I might clear up 
a point concerning which there is some doubt. 

For eighteen years I have directed displays in this store, 
but during that time I have frequently felt the pulse of 
national advertisers in an effort to learn definitely the pos- 
sibility for a displayman in that field. My experiences 
prove to me that The DISPLAY WORLD is inclined to be 
too enthusiastic concerning the national advertiser and, I 
fear, is mislead concerning the display activities of these 
organizations. However, I am always glad to be set right 
and would appreciate further facts concerning this field. 
Are national advertisers really sold on display?—H. J. G., 
Brooklyn, N. Y. 

We are glad of the opportunity to answer the 
above query and right here advise that such letters 
as the one reproduced cannot fail to serve admir- 
ably in the campaign of display development. 
Through discussions we will progress. The more 
general become the facts concerning any project 
or problem, the more readily will the solution re- 
sult. And discussions pro and con are necessary if 
all the facts are to be known. 

The DISPLAY WORLD’S enthusiasm concern- 
ing the display future in the national advertiser 
field is not artificial. It is based on a sober judg- 
ment and analysis of past accomplishment and pres- 





ent experiments. It results from a knowledge of 
the general acceptance of display as a most vital 
sales factor in the retail store, and is further sup- 
ported by the results of a survey of the manufac- 
turers’ freld. 


It would be difficult, we are sure, to find one 
prominent manufacturer to-day who does not ap- 
preciate the power of vizualization and who is not 
taking advantage of this great sales force in every 
publicity, advertising and selling campaign created. 
Results count, and those that have not experienced 
the sales force of display through actual returns in 
sales of their product have either inefficiently ap- 
plied the principles or failed to avail themselves of 
this instrument of sales-making and prestige build- 
ing- The former are promptly correcting their 
error through the proper adjustments, while the 
latter will soon follow into line, the result of a com- 
plete appreciation of modern sales factors or be- 
cause their competitors’ success through display 
made it advisable—if not necessary. 


Serving well in the answer to the reader’s query 
are expressions received by The DISPLAY WORLD 
from nationally known organizations, a few of 
which we print here. They will, we are sure, evi- 
dence the prominence of window display as it con- 
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“Vudor Shade” Display by Art Knisely for Burdick-Murray Co., Madison, Wisconsin 





of 
ev 
ou 


fin 
cre 
ple 
an 


an 
do’ 
du 


ing 


obt 
this 


play 
opp 
psy 


dea 
pre: 
duc 


of ¢ 
que: 
dow 
valu 
Sho 
in O 
dist 
cour 








er 


ge of 
- vital 
r sup- 
1ufac- 


d one 
yt ap- 
is not 
every 
eated. 
enced 
rns in 
ly ap- 
ves of 
build- 
their 
le the 
, com- 
yr be- 
isplay 


query 
IRLD 
w of 
e, eVi- 
t con- 








THE 





cerns itself in the matter of national advertisers’ 
selling campaigns, and, at the same time, indicate to 
a degree, how generally has the power of display 
been accepted by leading manufacturers of nation- 
ally advertised products : 


The Fiske Tire Company 
Chicopee Falls, Mass. 

We are fully appreciative of the tremendous sales power 
of appropriate window display and a prominent part of 
every sales campaign is the matter of display material for 
our dealers. 

M. G. WEBBER, 
Advertising Manager. 


Burnham & Morrill Company 
Portland, Maine 

We furnish window display material to our dealers, and 
find that merchants’ displays play an important part in sales 
creation. In some territories we maintain specialty dis- 
playmen who assist in the distribution of display material 
and install the displays. 

E. R. ELWELL, 
Assistant Sales Manager. 


Diamond Crystal Salt Company 
St. Clair, Michigan 
Our organization co-operates diligently with our dealers 
and a sizable appropriation is regularly set aside for win- 
dow display advertising. Our display material . includes 
dummy cartons, counter cards and complete window trim. 
GORDON W. KINGSBURY, 
Advertising Manager. 


Maxwell Motor Sales Corporation 
Detroit, Michigan 
We are ardent supporters of window display advertis- 

ing, and feel that it has tremendous possibilities. However, 
in the automobile field no real tangible results have been 
obtained principally due to the lack of effort to develop 
this specialized field. 

WILLIAM M. CHAMBERLIN, 

Assistant to the Vice President. 


Anheuser-Busch, Inc., 
St. Louis, Mo. 

We recommend to our trade the value of window dis- 
play advertising to show our commodities, and take every 
opportunity to encourage this form of advertising. The 
psychological effect of the consuming public to be attracted 
by a package thus displayed, is a recognized fact, and our 
dealers throughout the country are regular in their display 
presentations. And these displays are .effective and pro- 
duce results. 

OSCAR P. DOERR, 
General Sales Manager. 


Cream of Wheat Company 
Minneapolis, Minn. 

The Cream of Wheat Company maintains a department 
of display co-operation fdr retail grocers and issue on re- 
quest display material for. counter, interior and show win- 
dow. Display booklets are also. regularly issued containing 
Valuable display helps and merchandising suggestions. 
Show cards and dummy packages also play prominent part 
in our dealers’ displays. We have been getting very good 
distribution of this material in the different parts of the 
country and believe we are getting very good results from 
such displays. 

D. F. BULL, 
General Manager. 
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Blue Valley Creamery Company 
Chicago, Illinois 

We wish to state that all of our offices are doing con- 
siderable window display advertising. Our dealers are 
supplied with cut-outs, signs of several sizes, streamers and 
dummy cartons. We find that after we have put in a few 
window displays we receive a number of requests from 
other merchants soliciting displays similar to those that 
aroused their interest. All display materials are purchased 
out of the general advertising appropriation which amounts 
to several hundred thousands of dollars each year. 

H. C. DARGER, 
Assistant General Manager. 


Ansco Company 
Binghamton, New York 

The Ansco Company supplies to dealers display material 
and other merchandising helps, all of which are shipped 
direct from our sales promotion department in Bingham- 
ton, with the exception of the case of dealers in distant 
states, when the material is supplied through our territorial 
distributor or branch. All displays are supported by ex- 
tensive, high-power advertising in magazines, newspapers 
and outdoor poster display. 


B. B. SNOWDEN. 


The Garford Mofor Truck Company 
Lima, Ohio 
Neat and attractive motor truck salesrooms with un- 
usual window displays would work a wonderful influence 
on motor truck prospects. While it may be unreasonable 
to expect any tracable results from this alone, they 


’ would manifest themseives following such a tie-up with the 


dealer’s newspaper and bulletin board advertising. It is 

the mouth to mouth comments on a dealer’s attractive 

salesroom and window display that results in added influ- 

ence and prestige for that dealer. Our sales campaigns 

urge that every advantage be taken of the opportunities 

presented through the use of attractive window displays. 
F, E. BORER, 


Assistant Advertising Manager. 

The foregoing are, as previously stated, a few 
of the many evidences of national advertiser inter- 
est in and appreciation of display. In addition to 
these are such important organizations as Quaker 
Oats Company, Armour & Company, Royal Baking 
Powder Co., Richard Hudnut Company, Sherwin- 
Williams Co., The Wahl Company, A. Stein Co., and 
hundreds of others of equal fame, all ardent be- 
lievers in display value and each maintaining a de- 
partment for dealer display helps creation and dis- 
tribution. 

Later articles will discuss in detail the extent to 
which national advertisers have embraced the dis- 
play idea, and disclose methods of display planning, 
construction, distribution and installation. 





NATIONAL DISPLAY SALESMAN JOINS 
STAFF OF GEORGE A. SMITH 


H. L. Osborn, recently of the sales staff of Foster 
Reynolds Co., New York, and previously a member of the 
sales staff of the San Francisco Call, has become affiliated 
with George A. Smith, display specialist, New Yory City, 
as a member of the national sales department of this big 
display service organization. The Smith Service is at pres- 
ent making elaborate plans for expansion. . 
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The Middle Man of the Display Field 


Great development in quality of displays and methods of display 
help distribution by national advertiser the result of his acceptance of 
facilities of the Display Service Specialist— How the Service operates 


EEPING up with and playing an important 
part in the development of mercantile display 
| is that division of the craft known as display 
specialists. Indeed, one hesitates to infer that this 
great institution of business, young in years but pow- 
erful in the ability to accomplish things, followed any 
development. Rather can it be said that the display 
specialist has been prominent in the campaign of dis- 
play advancement or development as a leader, and to 
him much of the progress in display advertising must 
be attributed. 

All about us is evidence of the tremendous strides 
made in the display advertising of nationally advertised 
products. Today every manufacturer of brand mer- 
chandise and products includes in his program of selling 
prominent consideration of the value of window dis- 
play in this campaign. And, further, manufacturers’ 
display material of today is more artistic, more com- 
pelling, than that which appeared a few years ago. 
The reasons for this may be many; the keener appre- 
ciation on the part of advertisers of the value of vis- 
ualization, competition, the realization of the public’s 
insistance on quality in all things, etc. ; but more power- 
ful than all of these has been the display specialist, 
who, with perfect knowledge of display value, the pub- 





lic’s likes and dislikes, the ability to strike the chord 
of personal appeal, has demonstrated to these manu- 
facturers the actual power of appropriate window dis- 
play, and showed them how successful displays are 
accomplished. 

' The growing appreciation by manufacturers and 
merchants of the importance and value of display in 
salesmaking has brought a proportionate increase in 
the number of display specialist organizations, and in- 
terest is anticipated in the functioning of these vital 
forces in modern merchandising. Commenting on this 
feature of display service, W. A. Stark, manager of 
Stark Bros.’ Display Service, Kansas City, Mo., makes 
some interesting references and observations. 

“The display service,” says Mr. Stark, “is destined 
for tremendous success. Its importance and power in 
the mercantile field has already been demonstrated. 
The degree of success will depend largely on the ability 
of the respective organizations in the matter of render- 
ing efficient service. 

“However, the field has just been touched and much 
of the work ahead will concern itself with a program 
destined to bring about a positive appreciation of dis- 
play value. Preceding all of the sales arguments used 
by my organization is the introductory concerning itself 





Dealer Display Helps Aided K. R. Goodwin, Sage, Allen & Co., Hartford, Conn., in this Effective Showing 
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with the purpose of display and how results are to be 
best accomplished. In this connection, other services 
may be interested in the methods employed in our 
organization, and I will briefly outline them. 

“The first problem is that of solicitation, and right 
here is introduced the essential known as salesmanship. 
If you have ever heard a magazine or newspaper soli- 
citor talk to a prospect, then you have an excellent 
example after which you might model. I have found 
that the most important item in the list included in 
solicitation is the question, “Do you appreciate the 
value of good displays? If your prospect answers in 
the negative, then you must begin all over and along 
different lines. Then the task is to convert him to a 
keen appreciation of. the potential value of every show 
window. This done, you will have gone a long way 
in proving to him that you are the one who can give 
him real sales-producing displays. 

“T- consider it to every service specialist’s advantage 
to be able to tell the merchant who you are soliciting 
that you have formerly been employed in the display 
department of some storé of high prestige, and that 
you have planned and supervised or installed many 
successful displays. This will serve you well in the 
matter of submitting‘ high class recommendations. 
Proceeding this far, the next question is that of charges 
to be made for display work. 

“In the case of merchants, we base our charges on 
the character of the work to be done and the time 
required to complete the display. Then, also, is the 
question of display embellishments, if any are needed. 
If decorations are required, we secure them for the 
merchant or advise him where they may be. secured 
and allow him to purchase direct. In either case deco- 
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Display by William H. Kreis for Kaufman & Straus Company, Louisville, Kentucky 





rations are purchased at regular list prices. I believe 
that the wise policy is to delay the question of price 
until the display is well toward completion, if this may 
be possible, since the merchant is more inclined to 
become enthusiastic when he has viewed the display 
in a stage of completion. Then again, this procedure 
gains confidence of the merchant and evidences also 
your absolute confidence in yvourself—something always 
to your ‘advantage. 

“To be sure, the manufacturer must be approached 
from a different angle. Most manufacturers today are 
sold on display value, but a great number of them have 
not been sold on the correct methods of display. When 
a manufacturer desires us to plan the display, we set 
to work with all material, descriptive and illustrative, 
concerning the product before us. All advertising and 
photographs of previous displays by this particular 
company are also at hand. When we have completed 
our trim, photographs are made and sent to the manu- 
facturer, together with complete details concerning the 
display and suggestions relative to the general display 
campaign. A complete check on the trim is made and 
estimates submitted on various quantity lots. Our or- 
ganization has been very successful with our merchant 


_ and manufacturer accounts, and it may be interesting 


to some manufacturers to know that it is possible to 
get 100 per cent. display distribution at one-third the 
amount expended under the old method of distribu- 
tion which put this task in the hands of the manufac- 
turer himself or allowed it to take its course through 
the plan of issuing display material in hit-or-miss fash- 
ion to dealers. This great saving, plus efficient sales- 
producing, prestige-building displays is possible thru 
the agency known as the display specialist.” 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 








GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 





STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
Manager, W. A. Stark 





CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 
Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 





UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs. and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 





THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 


CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 


Manager, Carl A. Semsch 


BLYSTONE STUDIOS 
229 S. Adams St., Peoria, IIl. 

Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 
Manager, R. L. Blystone 














THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens... Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 
Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 
Manager, F. G. Piepenbrink 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 











THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made.in Any City 
Manager, H. Bellringer 





WINDOW DISPLAY ADVERTISING SERVICE Co. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 








HOLMES DISPLAY SERVICE 
1142 West North St., Lima, Ohio 
Local Display Service—Displays Arranged tor Manu- 
facturers of Nationally Advertised Cigars, Drugs, Sun- 
dries, Groceries and Food Products 
Manager, Chas. O. Holmes 








J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card-and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J. P. Wissink 





ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE IS THE NECESSARY QUALIFICATION 
FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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Giving Merchants Distinctive Service 


The Ely & Walker Dry Goods Co., St. Louis, Mo., maintains for mer- 
chant patrons department where display and card writing is 
taught without charge — Robert Lafferty directs courses 


N]EVERAL months ago the Ely & Walker Dry 
| Goods Co., St. Louis, introduced, as a part of 
its program of merchant service, a display and 
card-writing school. The first classes were more or less 
an experiment and covered a period of six weeks’ train- 
ing in either craft, with 
tuition free and instruc- 
tion open to the merchant 
friends of the Ely & 
Walker Company. 

The experiment 
proved a great success, 
and a Merchants’ Con- 
ference, held at the Ely 
& Walker store, several 
weeks ago, decided to 
make this service a per- 
manent feature. The 
great success of the ven- 
ture is credited to Rob- 
ert Lafferty, display man- 
ager for Ely & Walker 
and dean of the display 
courses. Speaking of the possibilities in such a service 
and discussing the methods of school operation, Mr 
Lafferty says : 

“After conducting this school for several months, 
we find that it has been very well received, and we are 
going to continue with larger quarters and additional 
equipment. At the present time we have approximately 
2600 square feet devoted to our school, and we have 
built permanent backgrounds and platforms, together 
with a modern store front which is twenty-two feet 
wide, for the use of the students. 

“Naturally, we have a wide variety of merchandise 
for the students, and we also have a fixture department 
which enables us to give the young men and women 
the best of instruction, and we endeavor to round them 
thoroughly in the fundamentals they are expected to 
do. We have no set course of instruction, but each 
student is quizzed as to. what she or he needs most in 
their home town, and the work is followed out along 
these lines. 

“Our course of instruction has another unique fea- 
ture in that we have built up in our own department a 
great many attractive displays. If, for instance, a stu- 
dent is interested in a notion display or toilet goods 
display, we give them one of these photographs, to- 
gether with the necessary fixtures and merchandise, 
and they are then instrcted to go ahead with the display 
under the director’s instruction. We have found that 

















Robert Lafferty, Dean of 
Ely & Walker School 


when the demonstrator puts in the window and then 
asks the student to follow, that many of them do not 
grasp the idea. Many of the boys and girls work from 
photographs. This also gives them the opportumrty to 
study things out for themselves. 

“The largest number of students of our school were 
present last February, when we had about twenty stu- 
dents at one time. The attendance, of course, varies 
from five to twenty each week as students come and go. 
Many of the students come from small towns, where 
they have to return in the course of three or four days. 
Others stay one week, two weeks, and we have had 
students who wanted to become more proficient in 
show card writing and who remained for a month or 
more. We are very glad to have the young people 
remain with us as long as they desire, and the course 


. of instruction is free. We do not attempt to teach the 


elaborate course as the regular schools, but try to give 
the young people a start and encourage them in the 


_work they are called upon to do. 


“The idea behind the school is, of course, to assist 
the merchant, which is the duty of every wholesaler. 
Merchants are every day asking for assistance in ad- 
vertising and merchandising, and it is only within the 
last few years that real helpful service has been ren- 
dered the retailer. We -are simply taking advantage 
of the opportunity, and want to assist the retail mer- 
chants in every way possible, and their support to our 
school has been very loyal.” 





WEISGERBER ATTENDS HORNE OPENING 
Louis Weisgerber, display manager for Lord & Taylor, 
New York City, was present at the dedication ceremony 
on the occasion of the opening of the new Joseph Horne 
addition, Pittsburgh. While in that city, Mr. Weisgerber 
was the guest of Carl Goettman, display manager for 
Joseph Horne Co. 





LLOYD LOOM WINDOW CONTEST BRINGING 
OUT FINE DISPLAYS 

The Tedstrom Furniture Co., Pine Bluff, Ark., is an- 
other store seeking display laurels in the Lloyd Loom 
contest. Wicker products, with baby carriages predomi- 
nating, are artistically arranged in the big display windows 
of the store. Virgil Graham and Helen Tedstrom are 
directing the displays. 





FLORSHEIM DISPLAY DIRECTOR 
ON TRIP OF INSPECTION 

William E. Cotter, Chicago, supervisor of all window 
displays of the Florsheim Shoe Co., is now in Los Angeles 
following a trip of display inspection that took him from 
New York to the Pacific Coast. Reports indicate that Mr. 
Cotter is interested in the new wood carved valance, 
proving so popular on the coast. 
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Feeling that here was an 
opportunity for service, The 
DISPLAY WORLD | sought 
expressions from displaymen 
concerning the problem which 
has given greatest trouble to 
many men practicing in the 
display profession. The prob- 
lem concerns itself with the 
“Use of Price Tickets in Win- 
dow Displays.” 

These expressions, many 
noted here, would indicate that 
a great difference of opinion “is 
prevalent in the profession 


INCE the practice of display became general 
in the mercantile field there has always 
been frequent discussions concerning the 
application of display principles, but, it seems, the 
one that gave greatest concern, could not be defin- 
itely settled through the application of any gen- 
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and Meridian. 


The problem of price ticket use 
in window display has long been an 
obstacle in the path of many display- 
men, but, strangely enough, no at- 
tempt had been made to arrive at 
any solution that could serve to as- 
sist the doubtful displayman, until 
The DISPLAY WORLD sought ex- 
pressions concerning the problem 
from leading men of the profession, 
In this article a number of such 
opinions are published and from 
them men hitherto uncertain will 
find much to assist them toward a 
definite and correct policy. 


Concerning the Use of Price Tickets 


Discussion of this important problem leads to the conclusion that the 
employment of price tickets in display is a matter of specific appli- 
cation determined by store policy, location and class of trade 


display, John R. Patton, display manager for L. S, 
Ayers & Company, Indianapolis, asserts that local 
conditions rather than any set plan determines their 
employment. He says: 

“We have two streets of windows, Washington 
Washington, the main thorough- 


fare, we use to trade up the 
store. Meridian Street win- 
dows are use more or less to 
display merchandise that carry 
price concessions. In this plan 
we figure we cover the largest 
possible territory. We appeal 
to those who want the finer 
and newer things without 
much thought as to prices, and 
also to those who are enxious 
to buy at attractive prices. 
We do not mean that all mer- 
chandise in Meridian Street 
displays carry prices, but gen- 
erally the trend is that way, 


concerning the important problem, but one certain 
conclusion can be drawn from the various opinions 
consulted; that is, that price ticket use is a matter 
of specific application and the rules that determine 
their use in one store would be unsatisfactory in 


depending somewhat on what the buyers have to 
offer. 

“In our Washington Street windows we occa- 
sionally back up seasonal or other special events of 
importance with prices; these displays, though, are 


employment in another. 








Discussing the use of price tickets in window 


kept snappy in appearance, and in place of indi- 


Striking Opening Display by Edward R. Dean for The Dayton Company, Minneapolis, Minn. 


vidual price cards we use only a central card. 
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“We have one particular thing which we bear 
in mind always, and that is, if prices are attached 
to merchandise on display, we know, or feel we 
know, that they are low enough that our competi- 
tors will hesitate to cut under and thereby put us 
at a disadvantage. We also feel that anything we 
can offer to the public netting a saving is good 
business and makes friends, hence the use of price 
cards.” 

Robert A. O’Connor, display manager for Jones, 
Morgan & Co., Waterbury, Ct., writes: 

“To my mind, the policy of the firm, by whom 
the displayman is employed, has more bearing on 
this question of price ticket use than anything else. 

“We have the bargain stores, the cut price 
stores, and the exclusive and more conservative 
stores, respectively. The bargain store clusters its 
windows with such a variety of merchandise that 
unless it were properly ticketed, a prospect would 
hardly know what to ask for (taking it for granted 
that he could center his interest on one article with- 
out being confused by the others). The cut-price 
stores, of which there are a great many, are rather 
theatrical in their displays as well as their business 
methods. They have done more to corrupt the 
confidence of the public through price ticketing, 
with a two-price inducement than any other method 
they could employ. 

“The leading houses of the country discarded 
such crude methods of business years ago. They 
have built up a reputation for quality plus honesty 
and service. Jones, Morgan & Co., Inc., for one, 
consider their window space too valuable to placard 
with signs and price tickets. Their merchandise 
is more important when properly displayed. 

“That is my job, to make that merchandise 
work, make it talk for itself, and if a displayman 
will limit himself to that end, he may dispense 


fee DISPLAY 


Effective Display by J. A. Michaud for Fairweathers, Limited, Montreal, Canada 
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with price tickets, for merchandise properly dis- 
played is half sold, and price is of secondary con- 
sideration, if any at all, in closing the sale.’ When 
is merchandise properly displayed? This is some- 
thing we may not all agree upon, but my policy 
is that the less you use, the more effective your 
results, both in attractiveness and as a business 
getter. Make your displays neat; limit the use of 
decorations. If showing several different articles 
in one display, make separate units of them, and 
if you must use a card, limit it to one or two, pre- 
ferably 6x10 inches, printing a short talk on the 
merchandise shown. There are a great many good 
things to be said of real values without resorting 
to price. Leave the price ticket out, it’s a life 
saver to the other fellow.” 

“If the price of certain merchandise is not in 
keeping with the general character of the store, 
it is questionable whether it is good policy to dis- 
play such merchandise at all in the window,” says 
H. W. Weaver, display manager for J. Blach & 
Sons, Birmingham, Ala. “A high price is often just 
as much a recommendation for merchandise as a 
low price. A priceless display may get one’s atten- 
tion and interest, but it takes a price tag to stim- 
ulate action. Most of us are either too busy or 
too timid to walk inside and get the rest of the 
story that should have been told in its entirety from 
the sidewalk. 

“Sometimes the appearance through glass of a 
certain high priced garment will not justify the 
price which would accompany it. In that case I 
would select another garment more exclusive in 
style or pattern, or lacking this, I would strive to 
make an equally impressive display using lower 
priced goods. 

“If a store is fortunate enough to have several 
windows that may be devoted to men’s clothing at 








the same time, there is no reason on earth to omit 
the higher grades, nor leave off the tickets, be- 
cause along with this display are others which show 
the store to be equally well prepared for the low- 
priced man. Where a store has only one or two 
windows and caters to the popular price or mass 
trade, it would, of course, be unwise to devote the 
display to high-price goods to the exclusion of the 
other grades. 

“In watching the effect of price tickets on cloth- 
ing, I have reached the conclusion that the price, 
if spelled out (sixty-five dollars) on a strip card, 
lends a better tone to the display and somewhat 
diminishes the shock for the customer who is in 
the market for lower priced goods. 

“If a store tickets its lower priced goods and 
doesn’t ticket the higher priced goods, the reason 
is always apparent to the would-be customer. If 
a high price in the display will scare away some 
people, will it not also attract others who are able 
to pay the price?” 

Henry W. Lins, who directs the display depart- 
ment for The Louis Traxler Co., Dayton, Ohio, 
is of the opinion that “everything a merchant puts 
in his window is for sale, and therefore should havea 
price ticket.” This policy is also followed by H. 
P. Cleary, display manager for The Howland Dry 
Goods Company, Bridgeport, Ct., and Mr. Cleary 
asserts that hjs store finds it to its advantage to 
use price tickets on all merchandise on display. 

Richard Dougherty, display director for Bedell’s, 
New York City, offers the following on the question 
of price ticket use: 








Display by J. W. Shrider for A. E. Starr Co., Zanesville. Ohio. Note Price Ticket on All Shirts. 
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“I would say that the displaymen of the women’s 
ready-to-wear stores use more price tickets than 
the department stores or others. In my opinion a 
garment displayed properly in a window, the same 
as it would look upon the human form, the price of 
same being moderate and the style right, should 
have a price ticket, providing that none of the 
competitors in the immediate neighborhood were 
displaying the same garment. However, the policy 
that I advocate to our stores when displaying mer- 
chandise is to use one-third style garments, one- 
third best sellers, and one-third of the garments 
price marked.” 

E. H. Leaker, display manager for The Hub, 
Chicago, whose displays are famed in the men’s 
wear field discusses the problem as follows: 


“My opinion of price tickets on merchandise in 
show windows would be on men’s wear only. For 
that is one line I have made a complete study of. 
I find that in men’s wear displays, men are larger 
window shoppers than women, and they would like 
to have an idea about what the item they have in 
mind would cost them before entering a store, for 
as a rule they have not the time to go from one 
store to another, but do more window shopping. 
Therefore, I find it better to have price tickets on 
each garment of clothing. Some merchants think 
price tickets drive away customers, but I have 
found a way that I think makes them study the 
garment more closely than if they had a single price 
on a ticket of, say $65 or $75, starring them in the 
face. This method gives them a description of each 
individual garment and its merits in a very neatly 
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pen lettered price ticket, approximately two and 
one-quarter by three and one-quarter inches. On 
accessories, such as shoes, we generally put a small 
ticket with the number and the price. On caps, 
mufflers, hose, etc., items used as accessories in 
a clothing display we use a very small ticket with 
the price or description of articles. On hats, we 
always put the make, such as Stetson, Dunlap, etc. 
In a hat or furnishing goods display we generally 
use one attractively lettered sign at the bottom of 
the article and include the price.” 

W. W. Yeager, display manager for Wolf, Greis- 
heim & Sons, Bloomington, IIl., says: 

“The subject of price ticket use in the display 
window is one indeed worthy of considerable study. 
Personally, I believe there can be no set rule ap- 
plied, the use of tickets depending much on the 
character of display, and the merchandise shown. 
In opening showings price tickets are out of place. 
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Beautiful Display of Girls’ Dresses by Jack Cameron for Harris-Emery, Des Moines, Ia. 


“In this day and age, never-the-less, most all 
merchandise selling displays need a show card with 
an item or two concerning the quality, style, etc. 
If your display features one kind of merchandise 
at one price, I consider it an excellent idea to let 
your show card carry the message of price. A small 
price ticket might also be used on each garment, 
but is not at all necessary, and seems useless to 
me. On the other hand, where garments vary in 
kind or price I advise the use of the price tickets. 
I do not approve of them when the displayman has 
made them almost as large as the garment he is 
trying to sell. That is all wrong. Just a small 
card with the price printed on in just the right 
proportion and neatly done. 

At the present time I am using price tickets in 
all my displays and am getting very good results. 
Consequently I am an advocate of price tickets, and 
consider them very essential in your windows.” 


00000000 


SMITH ASSUMES CHARGE AT MOCKETT STORE 


The new display manager at the store of John Mockett 
Company, Toledo, Ohio, is John D. Smith, who was for- 
merly successfully engaged in display work at Kalamazoo, 
Mich. 





SELECT NEW DISPLAY MANAGER FOR 
ARNOLD CONSTABLE & CO. STORE 


M. Scott has been appointed to the post of display 
manager for the Arnold Constable Company, Brook yn, 
N. Y. For several years Mr. Scott was employed in the 
display department of Bonwit-Teller & Company. 





J. C. SMITH QUITS FRESNO POST 
J. C. Smith has resigned as display manager for the 
Harry Coffee Store, Fresno, Calif., to assume directorship 
of the decorating department of one of the leading stores 
at Tracey, Calif. 





BENEDICT GOES TO OMAHA AS ASSISTANT 
TO DISPLAY MANAGER BEY 
R. J. Benedict, for twelve years display manager for 
Wilkins Bros. Co., Des Moines, Ia., is now first assistant 
to Display Manager E. J. Bey, at the store of Burgess- 
Nash Company, Omaha, Neb. 
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Applying Correct Draping Principles 


Effective draping examples impossible of accomplishment unless 
governing fundamentals of the art are correctly applied 


By JEROME A. KOERBER 
Author of “The Art of Draping” 


NYONE can drape after a fashion. Given the 
proper materials and model of some kind to 
work from, even a novice can work out a 
drape if he be given plenty of time. All he has to do is 
to keep pulling, twisting, and pinning the goods until it 
is in shape. That, however, is not draping, as the term 
is understood by the real draper. 

The first consideration in making any drape is to 
save the material from any harm through stretching, 
pinning, soiling, or otherwise making it any less salable 
than it was before it went into the window. Merchan- 
dise is money, and in some of the stores a window deco- 
rator will use over a hundred dollars’ worth of silk and 
trimmings in a single drape. Naturally, it is highly 
essential that this costly material be handled with the 
utmost caution. 

It is a common fault with the window decorator, 
even one of experience, to be careless with the goods 
used in making drapes. In order to get the desired 
effect the displayman will place pins where the tension 
is too strong, and the result is a hole in the goods 
or strain of the fabric that will not resume its original 
shape. Such a defect may render an entire dress pat- 
tern unsalable and result in the loss of much money. 

Possibly the displayman may gloss over the fault 
when he returns the goods to the stock and it may 
escape detection for the time being, but later in may 
be discovered by the customer or by the critical 
dressmaker, who inspects the goods with the utmost 
care to discover faults for which she may be held 
responsible later. 

If, after the drape is pretty well along, some 
difficulty arises and the expected effect can not be 
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A Koerber Draping Creation Particularly Adaptable to Showing of Bridal Silks 


i 


obtained in the way originally planned, do not pull and 
stretch the material to reduce the waist or otherwise 
make the job a smooth one. In such a case it will 
usually be found that the drape was started in the 
wrong way, and it is impossible to make a good job. 

It is at this point that the decorator is most liable 
to make his worst mistake. He has put so much work 
on the drape already that he is unwilling to undo 
the work and start over, so he patches it up the best 
way he can and goes ahead. The result is either a 
clumsy drape or damaged goods. 

Pins should be as small as possible and used spar- 
ingly and should be placed with great care, passing 
through no more thicknesses of goods than absolutely 
necessary. Whenever possible, the pinning should be 
done through the selvedge. 

There is one feature of draping on which the be- 
ginner usually goes wrong, and that is in the selection 
and use of trimmings. In most cases the drapes of the 
amateur are overtrimmed. With an abundance of but- 
tons, buckles, braids, embroidery and other trimmings 
he can not resist the temptation to add a little here and 
there until he has spoiled the effect. There is far less 
danger in putting on too little than too much trimming 
on a drape. 


The draping examples offered this month 


26 are taken from “The Art of Draping,” and 
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will, I am sure, prove interesting and instruc- 
“oN tive. The first illustration shows a drape 
creation particularly adaptable for bridal silks, 
and, incidentally, has been selected for pre- 
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Another Example in Quality Drapes, The Combination Festoon, by. Jerome A. Koerber 


almost any kind of narrow fixture, preferably oval. 
The main drape is made up of brocaded silk, which is 
allowed to fall in single folds in the center at point A, 
with a double fold at either side. To the right, at point 
B, the silk is placed over a small pedestal, and over 
which is arranged a fan and a pair of gloves. To the 
left a strip of lace is brought down from the top and 
under bow-knot towards point C, where it is arranged 
and draped over a fancy gold arm embellished with 
flowers. The bow-knot is made of a separate piece of 
white satin or wide white ribbon. In the center of the 
knot is placed a buckle and some white flowers. This 
drape will present a different appearance if additional 
folds or pleats are used at the sides. 

Draping Example No. 2 shows the Combination 


Diackam | 


Diagrams Showing Evolution of the Combination Festoon, Shown Above 


Festoon Drape, extremely effective and combining the 
beauty of the festoon with that of the swag. It is made 
on three stands, the center being a standard five-foot 
extension straight stand, while the other two are 
straight stands about two feet high and placed on either 
side, three feet from the center stand. 

This drape is executed in the following manner: 
Start by pinning the upper selvedge (at a point about 
three feet from the end) to the center point C on the 
stand. Allow the short end to fall to the right at point 
A, then carry the balance of material to point B on the 
left. Now carry the goods toward the right beyond 
point A and hold it as indicated at point D. Be careful 
to allow enough material for the left drape to make it 
graceful. Then place point D to point E at the top. 
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An order from the Public Service 
An Achievement Electric Co., with headquarters in 
— Newark, oe 54 and operating and 

serving community needs in 
cities throughout the State of New Jersey, for 
twenty-five one-year subscriptions to The DIS- 
PLAY WORLD, again brings to attention the re- 
markable achievements in this particular field. 

All of us recall the inauguration of the first great 
drive in the electrical supply field with its billion- 
dollar slogan, “Do it Electrically,” and those of us 
not appreciative of the power and speed of modern 
sales methods were startled to find friend wife pre- 
paring our breakfast on an insignificant contrap- 
tion, chasing dirt from the rugs with electrically 
operated sweepers, reading instead of scrubbing 
while the family wash proceeded via electric oper- 
ation, and otherwise relieved of a hundred erstwhile 
disagreeable household duties. 

Homekeeping has been revolutionized and a 
modern advertising campaign did it. The “Do It 
Electrically” campaign has been an achievement in 
world progress, made possible only by a most per- 
fect plan of operation. A casual observance of 
the show windows will manifest the thoroughness 
of the campaign and at the same time indicate one 
big, important factor in the success of it. At the 
outset display space was commandeered and put 
to work. The value of this space was fully ap- 
preciated and employed accordingly to its estimated 
importance and worth with the result that this 
space appropriately utilized vizualized the service 
designed for public benefit, the value of which, 
while beyond calculation, served mightily in the 
greatest advertising and selling-campaign of the 
century. 


What has been done in the electrical and elec- 


trical supply field can be accomplished in other 
divisions of business and service. The perfectly 
conceived plan, wisely directed, will bring similar 
results. And more quickly and assuredly will ac- 





complishment result when the same consideration 
and prominence is granted the value of window dis- 
play that marked its appreciation by the electrical 
organizations. 

Incidentally, this recent DISPLAY WORLD 
subscription order bespeaks the progressive tenden- 
cies of the electrical field and evidences its appre- 
ciation of that medium serving in distinctive fashion 
that department of advertising which so efficiently 
co-ordinated in the selling program that is now an 
epoch in the electrical industry. 





A bill, the provisions of which have be- 
A Joke Bill come generally known, and proposed for 
rs kia presentation along with thousands of 

other bills at the next session of Con- 
gress, provides for loans from the government without 
interest obligations. All that will be required under 
the proposed bill will be the listing of collateral secur- 
ity that the loans will be fully liquidated. 

While many branches of industry and mercantile 
business have expressed support of the plan, and with 
ample cause, the retail merchants have in most part evi- 
denced opposition to the proposed legislation. In doinz 
so they deserve the conmmendation of the already tax- 
burdened middle classes, who are the wage earners. 
The merchants have expressed their opposition to any 
plan that would allow one class to borrow money at the 
expense of another. A sense of fair play prompts this 
decision and is wisely manifested. 

At best, this contemplated bill is a joke, and its 
originators must have been prompted by an unfaltering 
faith in the European impression that the American 
public would stand for anything. Where, we ask, wi! 
the Government get the tremendous amount ot money 
to meet the multitudinous demands for loans? From 
taxes, taxes imposed in many cases on those already 
oppressed by similar demands and business obligations. 
It would seem that this bill would take care of debtors, 
but leave the creditors out in the cold—and by creditors 
we mean the tax-payers. Morally, any bill that would 
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demand one group or class to give up part of its 
wages, without return of any sort, to another class or 
group that has in no manner assisted in earning these 
wages, is wrong—wrong in principle and opposed to 
the American spirit of fair play. 





Speaking of advertising and selling, it 


Get the is well to consider the possibilities 
a et of learning much about your product 


from the other fellow. In fact, this 
process of knowledge gathering is becoming more pop- 
ular with all men of wisdom. 

Illustrating the point, a certain laundry owner 
comes to the front with a letter telling a haberdasher 
how to combat propaganda detrimental to the sale of 
starched or so-called stiff collars. He writes: 

“Capitalize in your talk the improved appearance 
given by the starched collar. The soft collar is at best 
a poor makeshift for neck clothing. Few of them fit 
properly and few masculine necks are adapted to them. 
Most of them look like limp wash-rags draped around 
the top of the shirt, and because of their texture and 
absence of starch they quickly present a soiled appear- 
ance. It is far from presenting the badge of a gentle- 
man.” 

This laundry man is a good business man. He 
appreciates the necessity of arguments that tell some- 
thing more than the name of the product and material 
used in making. He picks out comparative essentials 
and plays on them. His suggestions to the haberdasher 
should sell more stiff collars, and accordingly, bring 
more of them to this keen laundry owner for cleaning. 





How often do we overhaul our 

How About mental machinery? Not as often as 
ae" our automobile to be sure, yet the 
engine in our Ford or Rolls-Royce is 

insignificant of importance as compared to that 
dynamo known as the human mind—the intellect. 
We overhaul a machine at frequent intervals in 
order that maximum efficiency of that machine be 
maintained. If we don’t it becomes worn, the parts 
fail to function as they did when new, and sooner 
or later the machine becomes inactive—worn out. 
We humans are not unlike the machine in that 


we have a source of action, and are dependent upon 


the functioning of certain parts—faculties—in the 
accomplishment of every undertaken task. And 
just as the parts of a machine need oiling, adjust- 
ment, replacing, so also are our faculties in need 
of occasional attention that would serve to refresh, 
invigorate and speed them up. 

It is only natural for one to go stale if the dili- 
gent attention is continuously devoted in a specific 
duty, and so is it also true that one’s intellect will 
soon cease in development if that intellect is denied 
the food that exists outside of the personality that 
owns that intellect. 
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Reading and observation are the very life of the 
active mind—of the mind that accomplishes things. 
No better formula has ever been found and no wis- 
dom ever prescribed that can equal this combina- 
tion in mind development. 

Do not make the mistake of measuring your own 
success by a comparison of your past accomplish- 
ments. Compare your progress with your fellow 
men, and don’t forget that there is no mid-way 
station in the game of life—you progress or you 
stand still. 

No matter how skilled you may be there are 
others. just as clever in your own way. Open your 
eyes and ears to the things about you; there’s still 
some things that you can learn—and anyway, that 
old engine of gray matter may need a little water. 





An official of The Jordan-Marsh Co., 
The Builder Boston, speaking at a dinner on the 
ete occasion of an anniversary celebra- 

tion of this great merchandising insti- 
tution, related a story that we deem worthy of repe- 
tition. 

A certain architect in charge of the construction 
of a large building had occasion to stop one day 
near where three men were laboring. In the course 
of a short conversation the architect asked the first 
man what he was doing. 

“Oh, just knocking edges off these rocks,” cas- 
ually answered the workman. 

Turning to the second man the architect repeated 
his query. The laborer stopped, looked at his ques- 
tioner with a shrewd expression, and replied: “Just 
putting in eight hours a day and drawing five dollars 
for the effort. Not much to get, is it?” 

The question put to the third man brought an un- 
hesitating reply. The workman straightened up, and 
pointing to a distant hillside, said: “See that hill over 
there? Well, there’s going to be a great cathedral 
erected there and I’m helping to build it.” 





Being sold on your proposition, any 


Be a Part of successful salesman will tell you, is 
Your Job and more than half the battle in the cam- 
Dream a Little 


paign or effort of selling. Being 
sold on your job is equally essential to the success of 
every displayman. . 

Full appreciation of his importance as a part of the 
store organization, plus the personal interest in the par- 
ticular duties of his work, that urges him to strive for 
accomplishments, invariably elevate that. man to the 
heights of achievement. 

Imagination and the ability to think big things are 
forerunners to every success. But dreams are but 
dreams without action, and earnest, interested action 
makes realities of them. This is success. Dominate 
your job and exercise the gifts that are yours by nature 
if you would succeed in your profession. 
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Systematizing the Display Department 


Efficient department operation vital to store merchandising—Success- 


ful functioning of display division forms mainspring of selling 


By E. W. SAMSEL 


a) F there is one department in the modern retail 
: store that must have systematized methods of 
€'s>| operation, that department is the one where 
the displayman is in charge. It is the department truly 
vital to store merchandising and its successful function- 
ing forms the mainspring of selling. 

The M. L. Parker Company but recently moved 
into a new home—the finest west of Chicago and none 
superior anywhere in service, and we have now a per- 
fectly working display department. Yet, it was not 
always so, even in this esteemed organization, since but 
a few short months ago cramped conditions of a far 
too inadequate store space made the successful opera- 


Foxe. A. 
Window Display Request 





NOTICE:- Application must be in the sales managers office 
by Friday night previous to the week the display is wanted. 
Windows will not be alloted unless application is made. 
Space will be charged according to location. 

Merchandise for display must be ready the night before 
as windows will be trimmed between the hours of 6 a. m. and 
9a.m. , 








State 
Quantity 





Merchandise 
to 
Displayed 





New or Old 





Date 
Window 
Wanted 








Dept. No. 
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Form C 5M 2-23 


ww. DOW 4 BOM, DAVENFORT, KuWwe 


Form on Which Departments Request Display Space 


tion of one out of question. Now conditions are differ- 
ent, and, located on the top floor of a great building, we 
boast a display system second to none. 


The space devoted to our display rooms is 30x 50 
feet, with dustproof and padded cabinets for forms and 
wax figures and heads, and respective compartments 
for every essential of the department. On one side of 
the room are form cabinets, on the other fixture cases, 
with a long table in the center on which to assemble 
wax, and lay out and arrange artificial flowers and 
pieces, and for whatever purpose is required. Special 





Display Manager, M. L. Parker Co., Davenport, Ia. 


orm *2 Window Display Allotment Notice 





Buyer: 
You have been alloted windows Number in accordance with your request. 
Please have following merchandise ready $. evening 

















NOTE: If price tickets are required order them two days in advance. Buy- 
ers must see that merchandise is in first class condition or same cannot be accepted 
for display. 





Director Displays 


Notice to Department Advising of Space Allotment 


bins and cases are provided for the keeping of artificial 
flowers and other forms of display embellishment or 
ornamentation. 

Occupying an adjoining section to the display de- 
partment is the card writers’ room, conveniently handy, 
since frequent consultation between card writer and 
displayman is necessary. 

Requisition for display space is made by depart- 
ment heads on regular style Form 1, illustrated here, 


form *% Window Display 





Merchandise Record 


NOTICE:— Make two copies. Give one to department and Dis- 
play department keep one. Department retain one until mer- 
chandise is returned O. K. then give to Display Manager. Be 
sure to mark whether for display or accessory only. 

















Date Display. 

In Window or 

No. poe a Accessory ...__ 
Quantity Articles Sell 
































Note to Trimmer:— Protect yourself, do not accept any soiled or 
damaged merchandise. Merchandise must be returned in as 
good condition as received. ’ 


Received from Department the above. 





Director Displays 
Returned in good condition all the above 


Received by 2 





Merchandise Record Form—Made in Duplicate 
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Combination Window Lay-out and Display Chart Used by Mr. Sansel in Store of M. L. Parker 


and this requisition goes through the merchandise office 
previous to being directed to the display manager. On 
this form the department head indicates the quantity 
and quality of the merchandise he desires to display, 
also the display space required and the duration of it. 
On Saturday morning of each week the display man- 
ager and sales manager go over these requests for dis- 
play showings and allot space. Showings of merchan- 
dise which should receive prompt atterttion are pro- 
vided with display space, and those of less importance 
or demand are listed on a second form sheet. (Sea 
Form 25. Thus displays for the entire week are ar- 
ranged, with ample time for the working up of special 
introductions. 

When displays have been allotted the display mana- 
ger,on Form 3, notifies each department manager of the 
space to be granted his department, dates and duration 
of the showing. The department head must then ar- 
range for his merchandise selections and submit copy 
requisition for show cards, tickets, posters, etc. The 
display manager is always present during the selection 
of merchandise,’ wielding authority on the important 
detail of color combinations. ae 

Whenever any display is. completed, Form 4 is 
made out, which lists every piece of merchandise in the 


display, size, price, color, etc., and which form is made 
in duplicate, one going to the department whose 
merchandise is in the window and thus affords the 
department head a complete check of those things in 
the display. When the display comes out and mer- 
chandise is returned to department, the form is duly 
signed or receipted and filed in merchandise office for 
thirty days, at which time it is then destroyed. 

Windows in our store are decorated between the 
hours of six and nine in the morning, and it is indeed 
unusual for any shades of our windows to be.drawn 
after nine o’clock. All merchandise is selected and 
assembled on the afternoon previous to the day for 
which display has been scheduled, and, likewise, all 
show cards are prepared on the afternoon before dis- 
plays are to be made. Fixtures are carefully cleaned 
and adjusted, and it is a strict rule here that all equip- 
ment be in first class shape and finish if it is to be 
employed in conjunction with any window showing. 

With the exception of bargain specials, all show 
card requisitions must be in the card writer’s hands on 
the afternoon previous to the date wanted. In this 
way the card writer’s work is completed daily, allowing 
ample time for special requirements. Two sizes are 
favored in our card work, 7x 11 and 54% x7. 
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Ornament in the Window Display 


The second of a series of articles designed to bring about correct 


knowledge of ornament and how it may be best employed in windows 


By HENRY SHERROD 


EFORE delving too deeply into the periods 

dealing with the evolution of ornament, let 
4 us glance, as it were, back upon prehistoric 
ornament. This extends over two great epochs: 
the Stone Age and the Metal Age. Strange as it 
may seem, it is no less a fact, that even some of 
the peoples inhabiting certain parts of the earth 
today have not advanced beyond these stages of 
civilization. 

Scientists tell us that the Stone Age began at the 
end of the Tertiary Age, but undeniable proof 
places it at the last epoch of the Deluvian era. . In 
the ancient Stone Age, stone was used as the ma- 
terial from which tools were made, at first rather 
crudely, then later more finished and polished. This 
later development evidenced tendencies of the artis- 
tic and tools were polished and stone and clay ves- 
sels adorned with primative ornament. Lake dwell- 
ings, the burial places of the dead in caves, bur- 
rows and in various monuments, the uses and pur- 
poses of which are still a matter of speculation, are 
all characteristic of this particular era. 

In the course of time these early inhabitants 
reached a stage of development which enabled them 








Display Manager, Stewart D. G. Co., Louisville, Ky. 





Opening Display by Ralph Pfister for the Grote-Rankin Company, Seattle, Wash. 


to make use of various metals, bronze being the 
first employed, and later, iron. These divisions 
have come to be known as the earlier and later 
bronze periods. The use of bronzé spread from the 
Orient throughout Europe at about the year 1500 B. 
C. The later bronze period extended over the years 
1,000 to 600 B. C., but the influence of this period 
was in evidence only in the north of Europe. 

Iron was being worked during this period in the 
countries bordering the Mediterranean and was ex- 
tensively familiar and useful to the Assyrians in 
the ninth century before Christ. Many authorities 
state that the use of iron was introduced in Europe 
from Assyria, where in consequence of its intro- 
duction new forms were given to arms, tools and 
implements of all kinds. 

The earlier, or ancient Iron Age is also called the 
Hollstadt, while the later is commonly known as 
La Tene period because of the discovery of remains 
found in the castle on the island of La Tene, in the 
lake Newchatel. This age dates from 1000 to 400 
B. C., and is practically confined to the Gallic races. 
There is every evidence that these so-called prima- 
tive people carried on a lively commercial inter- 
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course, and this fact accounts for the statement that 
the place where a certain thing has been found 
cannot truly be accepted as the country of its ori- 
gin. It could have been made by another people 
more advanced in civilization and brought by 
traders to the place where it was eventually dis- 
covered. 

The Stone and Metal periods are not confined 
alone to prehistoric times and people who have long 
since been silenced and whose names or descent we 
have never been able to ascertain. At the present 
time, in Asia, Africa and Australia, there are people 
who have not yet arrived even at the Metal Age. 
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Effective Use of Ornament by J. U. Stewart for Keith O’Brien Company, Salt Lake City, Utah 


Authorities state that the Indians on our own con- 
tinent, at the time of its discovery had not advanced 
beyond the Stone or Metal Ages, but recent exca- 
vations tend to cause us to question this. 

The primative ornament was purely geometric. 
The artists of those times seldom rose to such 
heights as to attempt to imitate in their work the 
figures of men, animals or plants. Although there 
cannot, of course, be any mention of “style” in con- 
nection with it—it was so disconnected, so widely 
separated by time and space—still prehistoric orna- 
ment, as such, is the nucleus upon which genuine 
styles were conducted later on. 
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CONNECTICUT DISPLAY MANAGERS 
DISCUSS PRICE TICKET USE 


The use of price tickets was the main topic of discus- 
sion at the second regular monthly business meeting of 
the recently formed Connecticut Display Men’s Associa- 
tion, held at the Hotel Bond Annex, Hartford, Conn., April 
244th. More than seventy-five displaymen, representing 
practically’ every large city in Connecticut attended the 
meeting. This shows almost a 100 per cent increase in 
membership since the first meeting in March. This group 
is affiliated with the New York Metropolitan Club and the 
International Association. 

Charles R. Atkins, display manager for the D. M. Read 
Co., Bridgeport, Conn., was elected secretary to succeed 
Edward Frink of the Albert Steiger Co., Hartford, Conn., 
who was forced to resign due to business pressure. 


The May meeting of the club will be held in Bridgeport 
on Tuesday, May 22. The program committee has been 
instructed to appoint two members of the association to 
stage demonstrations at the next meeting. The members 
chosen will be asked to erect units of displays with mer- 


chandise to be given them at the meeting. By not know- 
ing what merchandise they are going to handle it is ex- 
pected that interesting developments will arise. 





CHANGES IN BEDELL DISPLAY DEPARTMENT 


Richard Dougherty has resigned as display manager 
for Bedell’s New York Store, and is succeeded by Mr. 
Cook, recently of the Brooklyn store of the Bedell Com- 
pany. J. Tracey is at present directing displays at the 
Brooklyn store. 





RUHLE SERVICE IN NEW LOCATION 


Announcement is made that the R. Ward Ruhle Win- 
dow Display Service will, after May 1, be located in its 
new home at 83 Custer Avenue, Detroit. 





LUMBER COMPANY BUILDS DISPLAY WINDOW 


In keeping with the progressive merchandising tenden- 
cies, the Hetlinger Lumber Co., Appleton, Wis., has in- 
stalled a fifteen-foot display window for the showing of 
pressed brick, wallboards and other building materials. 
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With the New York Displaymen 


Many novel display features introduced in May windows—Egyptian 
atmosphere still popular—Interesting display introductions 


By WILLARD D. HART 
Special Correspondent, The Display World 


JISPLAYS in connection with the annual 
Pesce May sale of lingerie and negligees had just 
fees Y begun to peep into the limelight when this 
issue went to press. R. H. Macy & Co., Inc., 










Gimbel Brothers, James A. Hearn & Son and many 
others had lightsome and airy underthings for the 
female sex in attractive setting in their windows. 
Bridal underthings were shown in connection with 
The bride was 
given-her place in conjunction with the presentation 


this introduction at some stores. 


of the undies also. 

Introductions of new and novel displays were 
made at some stores. Gimbel Brothers succeeded 
in attracting a great deal of attention to their win- 
dows with two unique displays. They showed a 
very interesting trim of novelty toys called “Tut’s 
Dog and Doll.” ~ A huge model of the dog was 
shown as a center piece with the smaller ones and 
dolls sitting and hanging from him. This store also 
showed a replica of the medieval grill room of the 
new Hotel Alamac, to be opened in this city. 

R. C. Macy & Co., Inc., showed a detailed win- 
dow in conjunction with an offering of books on 
nature. Birds, animals, minerals, and even a skele- 
ton were shown in the window. Saks & Company 
introduced a novel idea in having large paneled 





Unique Towel Display by George Rooney for Abraham & Straus, Inc., Brooklyn, N. Y. 


paintings showing grotesque figures playing tennis, 
going for a walk, etc., to illustrate some of the mer- 
chandise they will have in their new store. These 
panels are in frames on the bridgework running 
around the front of the construction work on their 
new building on Fifth Avenue which they will oc- 
cupy next year. 

The memory of “Tut-ankh-amen, deceased, who 
seems to have meant so much to the silk trade, was 
celebrated at James A. Hear & Son, by a display of 
sufficient persuasive character to catch people’s 
attention and hold it. A massive truss of what 
appeared to be gray stone extended across the win- 
dow space. The height of it was that of the back- 
ground. It did not seem to be supporting anything, 
but served as an ornamental arch. At the top of it 
were outspread wings of Egypt’s favorite bird, the 
vulture, or whatever it was, in yellow, green, and 
purple, with black outlines. At the ends of the win- 
dow stood slabs marked with Egyptian characters 
above figures, with the head of a bird at the left, 
and the head of a human at the right. Between 
the slabs at the center were large stone jars having 
elaborate handles of Egyptian design. Under the 
center of the stone arch there was a painting of a 
figure in white on a black background. One figure 
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In the March and April issues of The Display World we sketched the advantages of 33 
PLASTIK-ART BACKGROUNDS. % 
4 
. . ee e - - 
Here is the opinion of LA MODE: 33 
$> 
“We wish to express our satisfaction with the Plastik-Art Background which you in- 3 
stalled in our windows, as we find it serves our purpose to good advantage, and we have no $3 
hesitancy in recommending same to anyone who may be considering installing your back- $9 

ground.” 


Other progressive store owners and Display Managers have said equally nice things 
about these new, novel and‘extremely attractive backgrounds. 


ASK US FOR SUGGESTIONS 


It costs nothing to investigate. Send us the measurements of your windows and give 
us your ideas on the subject. Folder “D” will be mailed immediately, together with photos, 
sketches and accurate estimates. 


Suggestions are gratis. THERE’S NO OBLIGATION INVOLVED. 





Each background is an individual creation, fitted to your exact requirements. Yet the 
cost is rematkably low. Write for complete information today. 
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seated on a settee wore a dress of white, with a 
flower design in the Egyptian stripe arrangement. 
Other garments were shown on waist forms and 
hangers. Along the front of the window were 
large photographs showing the recent archeologi- 
cal discoveries at Luxor. 

As soon as one entered the store at Hahne & Co., 
Newark, recently, his eye stopped at the center- 
piece which rose from a wide table or counter in 
the rotunda. The table was covered with black. 
At each of the corners stood four tall lamps draped 
with vividly colored silk. There was a pyramidal 
top of orange above the shade which was in red, 
brown and orange, with three gold tassels at each 
corner. Below the shade was a curtain of blue 
blending into bronze then to brown, then to yellow, 
and having a border of red above a scalloped fringe 
of gold and gold tassels at the bottom. This ap- 
plied with negligible variation to all of the lamps. 

At the farther end of the table was a feminine 
figure of heroic size, draped in gold trimmings. 
Green silk was draped about the figure and the left 
arm supported a drape of green silk which fell.to 
the table and was then carried in a loop of puffs 
along the four sides of the table back to the seat 
on which the figure sat. Silk signs stood at both 
sides of the seat. 

A new idea in window display figure was intro- 
duced by Lawrence McArdle, of Orkin’s, recently. 
This figure is said to be a practical one and may be 


used in place of wax figures. It is the product of 
Anna Deane Bailey who created the figure, called 
a doll, shown in the accompanying photograph, 
The figure is made of cloth material only. No metal is 
used in its construction. It is similar to a mattress 
or cushion stuffed with kapoc. The face is em- 
broidered and bears on the extreme or grotesque. 
The body is so made that the doll can be placed in 
practically any position desired. A feature of it is 
that it can be kept a lifetime with little care and 
requires practically no. repair. 

Another feature of the “Dolly Ize” doll is that 
the hair can be changed in a very short time with 
the use of a needle and thread. Extra hair can be 
secured with the figure and the hair made to cor- 
respond with the dresses used. The slippers for 
the feet also come in black and white, and buckles 
can be worn to match the color of the garment. 
The face, feet and general build of the figure will 
be made according to instructions, Miss Bailey 
has announced. The feet can be made to wear 
regular shoes of any size. 

A new type of display and decorative matter 
has just been introduced by a Miss Clarice Alex- 
ander. They border on the type of the patch pos- 
ter introduced some time ago but are made in 
miniature size and instead of being patched are 
sewed on to a piece of drawing board. 

A half size piece of drawing board, measuring 
about 15 by 18 inches is used by Miss Alexander 


Lawrence McArdle, Orkin’s, New York, Introduces the “Dolly Ize” Display Figure 
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Decorative Fabrics of Distinction 


° High quality brilliant lustre for dis- 
S l lk P lu S h play purposes unequalled. A staple 
3 decoration for windows in 30 colors. 


Widths 24, 36 and 50 inches. 





: A beautiful innovation in brocaded 
Regence S upersilk P lush design made in 30 colors to match 
De Te ~ our Regence Silk Plush. Widths 24, 
36 and 50 inches. 
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A rich grosgrain faille in lustrous 
colors of one and two tone. Adapted 
especially for draping and window 
trimming in 20 colors to harmonize 
with any color scheme. Width 50 
inches. 





In 20 colors of light and dark shades. 
Widths 32 and 34 inches. 


The new non-fade drapery of excep- 


R e g e nc e tionally high lustre. This material 


i hangs in soft luxurious folds. Par- 
ticularly adaptable for a background 
where inconspicuous splendor is de- 
sired. Excellent for puffing in men’s 
forms. Made in 10 colors. Widths 
36 and 45 inches. 





Silk velour in 20 colors. Width 50 


inches. 





The Regence Line is carried by leading fixture houses in the United States and Canada 


CALCUTTA BURLAP COMPANY 


Incorporated 


17 MADISON AVENUE - NEW YORK CITY 
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for her poster. She first draws the figure of a 
women with a suitable background. If it is a tennis 
outfit she intends to show she draws a girl in action 
with a picture of a tennis court as a background 
with a few people playing. She then takes material 
and cuts it to fit on the figure she has drawn. She 
can make the garment from any material desired 
and in any style. The poster is especially good for 
interior display purposes in the piece goods depart- 
ments. A piece of material can be introduced by 
the silk or piece goods department and a poster 
with a garment made of the same material shown 
with it will be bound to catch the eye and aid in 
making sales, as it will give the customer a practi- 
cal idea of how the goods will look when made up 
into a costume. 

The poster can also be used as the center of at- 
traction in a window of dresses, suits or other 
garments. It can be made to be an exact replica 
of one of the garments shown and thus give the 
onlookers an idea of just how the garment would 
look on a person. With proper lettering and word- 
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Bathing Suit Display by William R. Harre for Maas Brothers, Tampa, Florida 


WORLD 





ing the poster could also be used as a very attrac- 
tive form of window card. 

A committee of nine display men, consisting of 
five members of the Metropolitan Club, and four 
out-of-town artists has been appointed by the direc- 
tors of the National Merchandise Fair, to be held 
at the Grand Central Palace, for two weeks, begin- 
ning July 23rd, for the purpose of co-operating 
with the general committee. It will be the duty 
of the committee to supervise booth decoration and 
act as judges in display contest to be held in con- 
junction with the event. 

The committee consists of: Andrew Hopkins, 
Gimbel Brothers; John J. Cronin, L. Bamberger 
& Co., Newark; G. A. Rooney, Abraham & Straus, 
Inc., Brooklyn; A. W. Malet, R. H. Macy & Co.,, 
Inc; L. E. Weisgerber, Lord & Taylor; E. Dudley 
Pierce, Sibley, Lindsay & Curr Co., Rochester, N. Y.; 
J. A. Koerber, Strawbridge & Clothier, Philadel- 
phia; S. R. Mackabee, The May Co., Cleveland, and 
H. H. Tarrasch, Stix, Baer & Fuller Dry Goods 
Company, St. Louis. 
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WILLOUGHBY NEW DISPLAY MANAGER FOR 
WILLIAM T. DUKER CO. 

The William T. Ducker Company, Quincy, Ill., has ap- 
pointed F. Cornelle Willoughby director of displays. Mr. 
Willoughby was recently a member of the display staff at 
the store of Burgess-Nash Co., Omaha, Neb. 





HEWITT GOES TO BEN SELLING CO. 

A. O. Hewitt, during the past year display manager for 
the John L. Stark Company Service, Port.and, Oregon, has 
accepted a position as manager for Ben Selling, leading 
clothiers of Portland. 





FOREMAN COMPANY APPOINTS J. D. WILLIAMS 
DISPLAY DIRECTOR FOR NEW CLOTHES SHOP 
J. Duncan Williams, display speciatist, Chicago, has 
been selected by the Foreman Company to direct the dis- 
play features of that company’s new store in the recently 
completed Chicago Temple Building. 





DISPLAY SERVICE ESTABLISHED BY ENLUND 

John Enlund has resigned as display manager for the 
J. H. Ruettell Clothing Company, Grand Forks, No. Dak., 
and is now engaged in specialty display work at Cloquet, 
Minn. 
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The Koerber book, THE ART OF DRAPING, marks a great step forward in this im- 
portant subject because it offers a thorough and authoritative presentation of all the elements 
essential to the mastery of this important branch of the display art. To the beginner it offers 
an opportunity for the complete mastery of draping from the ground up and to the experienced 
display manager its value as a reference work is unlimited in scope. 


The only modern text book on draping—in fact the 
only draping book published during past decade. 
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The Man Behind Display Department 


Who he is, what he is and a few of the essentials he must have to 
serve successfully in the store’s most resultful sales division 


By RAYMOND T. WHITNAH 





sa } I is the object of the writer to discuss some 

of the mannerisms and facts of the profes- 
yey sion of which-he belongs, and from which 
faults and qualities, superior and inferior, he is not 
immune, the interpretation of which is not offered 
as criticism of any of the display fraternity, but in 
the belief that such an article may help us overcome 
certain difficulties and make us better acquainted. 
This article is more intended for the displayman, 
young in the game, but might prove beneficial to 
some of us of older standing in this profession of 
ours. The ideas set forth are not new—we have 
observed them ourselves, but, perhaps, if we are 
reminded of them in a definite way it will make a 
more decided impression, and, accordingly, result in 





some improvement. 

When a young fellow goes into any profession 
or trade, he resorts to it for one of several reasons, 
the result of which either produces success, failure, 
or something between. One enters the field because 
he is inclined to believe that there lies the loosened 
purse strings of an everflowing cornucopia when 
the profession once is mastered, or that for momen- 
tary relief it cannot be surpassed. He does not 





Display Manager, Crosby Bros. Co., 








Novel and Striking Display by Jack Cameron for Harris-Emery, Des Moines, fa. 


Topeka, Kas. 








have an attachment or love for his work. The 
clock or watch is his constant companion, a friend 
in the time of hunger, rest or recreation. His fail- 
ure is destined before his entrance in the profession 
is borne—he has chosen a work for which he was 
not called or destined and cannot, therefore, expect 
fortune to smile upon him, success after all being 
an overcoming of obstacles and results accom- 
plished. 

Another type is. called to the display field by 
the brilliant attraction it holds for him in putting 
his art before the eye of the public. He does not 
particularly care for the pecuniary returns, yet 
these are acceptable. He is an artist, all of which 
is well and good in its place, but his art is placed 
foremost. Merchandise is secondary with him. He 
produces the environment in the window but an en- 
vironment for what? It speaks nothing except of 
art. Perhaps the institution he is with is not an 
art store. Although the majority of the public ap- 
preciates the more simplified forms of art, they 
realize that it must have a meaning to them. Suc- 
cess does not await the display man who poses 
as such for h‘s art alone. 
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Then there is the fellow who has been promoted 
from porter, shipping clerk, or department clerk, 
to assistant display man or the first position itself. 
True, many of these have been successful. How- 
ever, let us cite for example, the average promotion 
from some department of the store, simply because 
the certain party had watched the display man— 
just naturally observed as most of the inexper- 
ienced do, what a soft time the displayman had, 
how many fewer steps he was caused to take, how 
easy the work was, and how much he would like 
a soft job like that, and who had hit the boss for 
the job when there was to be an opening. How 
far did he get? Not as far as the first two men- 
tioned. He didn’t like the work, he could never be 
adapted to it, he hadn’t the slightest talent, and 
now he laments that shoes do not wear as long as 
they “use-ta” and asks why they make wax figures 
so heavy and fixtures so they fall apart. He never 
notices that the elevators are slow except at meal 
time, and he, like the first two, is headed toward 
the same degree of failure. 

Now we find the man who goes into everything 
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Another Display by Ralph Pfister for Grote-Rankin Co., Scattle, Wash. 








in the profession because he likes it. He overcomes 
obstacles which seem like barriers, simply because 
he adapts himself. He sees things somewhere 
every day that are applicable to a wide awake dis- 
playman. He dreams some, yet with these visions 
there is always something of the realistic which 
is filed in his memory for use at some future time. 
He never feels that he knows it all, but is willing to 
receive advice, and consult with others. He derives 
a source of benefit through communication with 
others. He does not confine his study to art or other 
branches of his profession alone, but in his study 
is an observer of other trades anu industries and 
of human nature, and thus he broadens his own 
faculties and resources in proportion to this ob- 
servance. One need not ask the results of a man of 
this caliber; neither will his firm need question 
his ability and worth. He is a true type of dis- 
playman, typical of the majority practicing the 
profession today. He is the type that our mer- 
cantile institutions are seeking out and demanding. 
He is the type that will be accepted as a leader in his 
profession. 


0000000 


B. C. HAMPTON TO DIRECT DISPLAYS 
FOR FRESNO’S WONDER STORE 


The new home of The Wonder Department Store, 
Fresno, Cal., is now completed, and B. C. Hampton is in 
charge of displays. Mr. Hampton was selected-from the 
lisplay department of The Emporium, San Francisco, 
Where he served. under the direction of- that outstanding 
artist, W. W. Rowley. 


MINNEAPOLIS DISPLAY MANAGERS 
ELECT NEW OFFICERS 


Twenty-five members of the Minneapolis Association of 
Display Men met in session on the night of April 20 and 
elected officers as follows: Rresident, Charles E. Thieme, 
display manager for L. S. Donaldson Co.; vice-president, 
William H. Hinks, display manager for J. W. Thomas Co.; 
secretary and treasurer, Guy C. Goodsill. 
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Merchandising the Store Display Space§ | 


Displayman should direct his talents in such manner as to result in 
kest returns to his employer—More merchandising knowledge needed 


By ELLSWORTH H. BATES ‘ 
Display Manager, C. W. Klemm, Inc., Bloomington, Il. ab 
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Ps WN the present day struggle to return to nor- tronage. The displayman, perhaps, may well argue 
S43 | mal in the quickest manner possible the the advisability of showing little merchandise during 










> inspired displayman of to-day will endeavor opening events, but for the remainder of the year more fe 
to combine the practical with the artistic. thought should be focused on merchandising of the > 
In the general classification, we have the advo- display space—getting returns on the investment in 5 
_cate of stocky displays and the proponent of what window display. 
_ is known as high art displays, this latter being The displayman who would be of greatest value 
so named on account of the very limited amount of to his employer and a real factor in his organization 
merchandise displayed. There is still another class will interest himself more keenly in the merchandis- sa 
or division, and the writer is firm in his belief that ing problems of the store and take as active an ~ . 
in it will be found the happy medium where better interest in the turnover and profits of the various ‘ 
results are to be obtained in the majority of stores. departments as the merchandise manager himself. cig 
In this division we will find representative displays Even more diligent and active should be this interest ae 
of good merchandise and accessories occupying when the merchandising of display space is in charge prot 
given spaces and combining quantity and artistic of the display manager. In nearly every store there “se 
arrangement. ~ are departments that are getting little, if any, repre- hile! 
Displaymen are advertisers to the public; por- sentation in the show windows for reasons varying Fas 
trayers of store policies, merchandisers and sales- with the different problems of the respective stores. » . 
men, and we will find our profession progressing in The reproductions of the two merchandise dis- ae 






accordance to our ability to produce profitable pa- plays accompanying this article, I believe, represent 
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Unusually Attractive Corset Display by Ellsworth H. Bates, Bloomington, Illinois 
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The Display Foundation 


two extremes in any average store as concerning 
the matter of returns in profits and turnover. 

The corset department is a necessary depart- 
ment and, therefore, needs the co-operation of the 
displayman and the adman in the plan to raise the 
profit pressure of that department—the profit pres- 
sure of each square foot of that department. In 
many stores corset displays are made only when 
one of the manufacturers of the lines carried has 
by request or by chance sent some display figures 
on, but for the balance of the year the corset sec- 
tion is left to eke out it own existence. 

Every store should own its own corset display 
figures so that corset displays may be made at any 
time. In this conjunction it may be well to advise 
that some corset manufacturers sell these excellent 
display figures at a price that will be returned in the 
profit of two medium priced corsets. A wax figure 
adds a touch of life to any corset display and, if 
modestly dressed, will add much to the selling 
power of the window. 

In the first display illustrated fifteen different 
styles of corsets were shown along with several 
brazzieres and accessories that added interest and 
variety to the showing. 

The umbrella department, next to the notion 
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The Completed Display 


department, the space engineer tells us, returns the 
greatest profit per square foot in the average store, 
and we should not be satisfied with the good re- 
turns of this high pressure department, but try to 
increase the profits and turnover by a frequent rep- 
resentative showing of umbrellas. It is not enough 
that they be shown merely as accessories since this 
does not put the suggestion over forcefully enough. 
An umbrella window is as interesting and produc- 
tive of results as any other of the kindred lines that 
are more often allotted display space. 

The umbrella display reproduced here had a de- 
cided color appeal that seemed to be of interest 
and produced gratifying results in sales. By open- 
ing but the one umbrella a good quantity of styles 
were shown without crowding the display. The 
colors were grouped. 

Perhaps few displaymen have the proper um- 
brella fixtures for making an extensive display, but 
an attractive showing can be made without any 
special attachments or fixtures. The picture show- 
ing the untrimmed window reveals the ordinary 
type of fixture found in most any displayman’s fix- 
ture room and proves that an umbrella window can 
be trimmed without the use of special fixtures or 
attachments. 
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NEW DISPLAY MANAGER FOR BRANDON- 
DURRELL CO. 
F. A. Blessing, formerly display manager for the William 
Burchfield Co., South Bend, Ind., is now directing the deco- 
tating department for the Brandon-Durrell Co., same city. 





NEW DISPLAY SERVICE FORMED 
Paul Robison, recently.engaged in display work at Port- 
land, Oregon, is now operating a display service in Pueblo, 
Colorado. 





WINS IN NATION CONTEST 
The Hamilton Furniture Co., Clarence, Mo., has been 
hotified of its success in the display contest recently con- 
ducted by the Koehler Davenport Company. 


NEW MINNEAPOLIS STORE OF SARNOFF-IRVING 
IDEALLY EQUIPPED FOR DISPLAYS 


M. M. Jones, manager of the new Sarnoff-Irving hat 
store, Minneapolis, is an enthusiastic supporter of high- 
grade window displays, and the latest store of the Sarnoff- 
Irving chain has an ideal arrangement of spacious show 
windows. 





S. J. MONSELLE HAS ATTRACTIVE DISPLAY 
OF LLOYD LOOM BUGGIES 


A display featuring Lloyd Loom baby buggies, arranged 
in the windows of Jury-Rowe Co., Lansing, Mich., by 
Samuel J. Monselle is bringing many expressions of favor. 
The display manager will enter the display in the contest 
now being conducted by the Lloyd Loom Company. 
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“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 
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| Patent Applied For. 
Colored lighting effects now possible at moderate cost, by 
using “TIMBERLAKE?” Reflector Screen No. 754, as shown. 


Fits almost any shape of reflector up to ten inches diam- 

eter, and adjusts itself instantly to different sizes. 
1 Takes 10x10-in. square colored Gelatine slides, in red, blue, 
green and amber. Combination of these different slides will 
give a wide range of color effects. 

Supplied with or without the colored Gelatine sheets. 

Price per dozen for the Reflector Screen only, without the 
| Gelatine color sheets, $6.00. 
| Prices of sheets in the different colors, $1.00 per dozen 
sheets. Be sure to specify whether colored sheets are wanted 
and quantity of each color desired, 

These prices are strictly F.O.B. Jackson, Michigan, and 
terms are 30 days net from invoice date, 2 percent 10 days. 


J. B. Timberlake & Sons 


Dept. D, Jackson, Michigan 
SOLE MFRS. 
Manufacturers Store Display Fixtures and Wire 
Specialties 
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Does Your Window 


Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
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50-INCH WIDTHS 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. | New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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Building Store Service 


Displayman excellently equipped by nature of 
his work to assist store development 


By E. H. LEAKER 
Display Manager, The Hub, Chicago 


SYHERE is much a display manager can do 
in the program of retail store operation 
| aside from directing or executing the de- 
tails of window displays. Indeed, it is in doing 
those things not intimately associated with or com- 
manded by his department that makes the dis- 
playman all the more valuable to the store. 

And, the displayman is ideally equipped jor 
duties and hobbies outside of his department. He 
is artistic; he is developed to a degree in the ele- 
ments of merchandising ; he is, or should be, a student 
of nature, of personality, of psychology, and it is be- 
cause of this expansion and versatility that the dis- 
playman is constantly introducing new merchandis- 
ing policies, new methods of stimulating trade and 
community confidence. 

There is not a store in the country that can not 
profit through the introduction of any idea or plan 
that would maintain the element of personal appeal, 
and it is introductions of this character I have in 
mind when I suggest the displayman’s interest in 
things of the store, but outside the display de- 
partment. True, many of the ideas developed from 
time to time become intimately attached in one or 
many ways with the display department, but the 
thought in mind concerns itself with store service, 
manifested through special sales introductions, un- 
usual facilities or, perhaps, community service. 

The origination of some occasion or the proper 
observance of that occasion may serve well in the 
store program of increasing service, and in this 
connection we find any number of stores making 
fitting observance of civic events of importance. 
There are outstanding examples of this service evi- 
denced in leading stores throughout the country 
and frequently the display manager has introduced, 
if not perfected plans of observance. The J. L. 
Hudson Company, Detroit, has materially ce- 
mented public attachment through its policy of 
playing up civic movements and observing patrioti- 
cally all of the national movements. This organi- 
zation has an elaborate program of publicity and 
all of it is designed to serve in prestige building. 

Right here in The Hub a similar plan functions 
and the organization executives are constantly 
spurring on any efforts devoted to the introduction 
or perfection of additional forms of store service 
or any improvement in those now in practice. |he 
University Room is one of the most recent ad- 
juncts to The Hub Service and functions in an ex- 
clusive and separate section of the third floor de- 
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partments, featuring clothing and accessories for 
the college man. Here, the atmosphere is strictly 
that of the campus, with college students serving 
in the capacity of models, athletic records and liter- 
ature on tables, pennants, robes, etc., all playing 
their share in creating the “atmosphere.” The 
University Room serves also a purpose aside from 
direct sales—its biggest and most profitable service 
resulting from its prestige building attributes. 
Here college men from Chicago University, North- 
western, Loyola, De Paul and other schools make 
and keep appointments, and it is mighty difficult 
to overlook the tremendous prestige value of a 
store service which so intimately appeals to the 
interest of an intellectual clientele. 

Other features of this character are being prof- 
itably employed by many stores, while almost every 
retail institution have several regular store fea- 
tures, observed in conjunction with special price 
reductions, etc. By supporting these special days 
or events with the proper caliber advertisiny *hev 
soon become fixed in the public mind and in this 
manner are talked about, and, if past events in- 
troduced quality presentations at interesting prices, 
this public will do much to advertise the event by 
word of mouth. 

However, it is those things that are unlike what 
the other fellow is doing that gets the greatest 
audience, and it is this point that I am attempting 
to bring out. Dollar Days are as common as flies in 
the summer ; successful, yes, but, I do not hesitate 
to say that the most resultful are those conducted 
in a new manner, featured by offerings or under 
conditions not identically similar to previous “dollar 
sales.” 

The big thought behind any special store mer- 
chandising event is service; a service that offers 
something unusual, or some common items at an 
unusual price. And right here can be applied that 
element earlier referred to as prestige builder. It 
is my belief that the store is failing to take advan- 
tage of a tremendous opportunity if it fails to in- 
ject this element in every special sale or store 
event. And this prestige should result from the 
evident intention of the store to serve its com- 
munity to best advantage through the constant 
manifestation of that store’s interest in the mem- 
bers of that community. 





SIEBERT DISPLAYS BRING PRAISE 
Fred Seibert, display manager for Warren M. Crosby 
Co., Topeka, Kas., has been freely commended on a recent 
striking display featuring infant togs. 





WESCOTT AND NIEMI PLACE WINNING DISPLAY 

The window display of the I. E. Swift Company, Calu- 
met, Mich., has been awarded first prize in the annual 
Competition conducted by the American Artisan. The dis- 
play was designed and arranged by Fred Westcott and John 
Niemi, employees of the Swift Company. 
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MAKE YOUR OWN SHOW-CARDS 
STREAMERS—SIGNS 
PRICE TICKETS 


with the 


“STENCILOR” 


A practical apparatus, complete in every 
detail, simple, thorough and inexpensive 
to use. 


Used by chain stores, individual store- 
keepers in every line of business, industrial 
plants, welfare associations, sign writers, etc. 


Descriptive, illustrated circular showing 
exact reproductions of signs made with 
this DIVIDEND PAYING INVESTMENT 
yours for the asking, or we will make a 
sample card for you. 


Display Material Company 


191 Pearl St. New York, N. Y. 
(Between Maiden Lane & Cedar St.) 

















Nude art studies for the use of Artists, Sculptors 

and students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E5 Boston, 11, Mass. 
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Making Show Cards That Talk 


The third of a series of lessons on “Correct Show Card Lettering” — 


Reconstructing the card—The importance of spacing 


By B. A. RAINWATER 
Master Authority in Show Card Making, St. Louis, Mo. 


JET’S find out what’s in this new bottle of ink. 
The clerk in the store couldn’t tell me what 
kind of letters or pictures had been corked up 
He said the price was twenty-five cents, and that 
was all he knew about it. Why kick at that when 
there is a possibility in a hundred dips of the pen of 
crediting your account with fifty bottles of ink, more 
or less. 





in it. 


It certainly would be very modern, if we could say, 
“Clerk, I desire a bottle of prize-winning show card 
ink,” but alas, the labels haven’t been printed for such 
as yet; but there’s displaymen-cardwriters who can pull 
this kind of winning cards from a very small amount 
of ink, and this is about your last good time to begin 
on a set of cards for the convention entries. Any point 
of interest you haye found in The DISPLAY WORLD 
cardwriting department will be demonstrated by the 
writer of this article, at a booth to be indicated later, 
any day during the I. A. D. M. Cleveland convention. 

Instruction on just how to do “lettering” is teach- 
ing only half of the subject. Right at the start of such 
effort a student should fuse in the other half of the 
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subject, “spacing,” and gradually combine the two ele- 
ments, thus reaching your primary object more quickly. 
Card No. 1 in this article was submitted for corrective 
suggestion. The artist of this card is a much better 
letterer than a spacer. 

It occurs to me that he has used too much descrip- 
tive copy, part of which could have been left out, and 
by displaying the costs properly they will tell the de- 
tails which have been extracted from the original card 
copy. The price mark on this card is far too heavy 
in treatment. You may study the reconstruction of 
this same copy on Card No. 2. “Gabardine Coats” 
occupies two lines. The copy on Card No. 1 should 
have been held to the center, leaving more white space 
at the sides. This would make copy more easily read. 


If your arm and fingers are not steady and you 
think that you are too nervous to letter, probably you 
are making the mistake of writing with your hand only 
touching your desk and letting your forearm swing 
free, probably entirely off the desk. This isn’t as it 
should be. You will notice in Drawing No. 3 the nat- 
ural position of the arm for general pen lettering— 
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First Illustration Shows Card Submitted by Reader; the Second Presents Reconstruction by B. A. Rainwater 
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| Slightly Tilted Desk Top 





How the Arm and Hand Should Rest on Board 


resting on the desk and riding its weight on the fore- 
arm muscle. The ball of the hand and little finger also 
rest on the card. In other words, find the easy, com- 
fortable and greatest stroke-steadying position possible. 
Pen lettering for show cards is not all arm movement. 
It is divided about 50-50 for both fingers and arm. The 
best finger grip on the penholder puts your forefinger 
resting on the pen. The closer your index finger is ta 
the paper the steadier the stroke. Control develops to 
toa mechanical surety with ape: 











A Suggestion for Rapid Price Ticket Making 


Show card spacing is not harnessed by any great 
degree of measurement; neither are caps and lower 
case letters, excepting in primary strokes, and after the 
student has become proficient in these he strides out 
after effect and travels far away from set rules and 
soon becomes original. After all is studied you will 
note it’s the permanent sign that requires more exact- 
ness of measurement, and after you have had a degree 
of experience in show card work, spacing and-blocking 
out units of copy becomes with you only a matter of 
sight judgment and free hand. 

Our card department has an inquiry from one of 
its readers: “How can I do pen and ink lettering on 
Gro-Grain silk or satin?” 

Now I'll have to let out a prized secret tor DIS- 
PLAY WORLD readers. On silks or satins, rub sur- 
face well with a smooth flat piece of paraffin wax. Lay 
a pressing cloth over same and press with a hot iron. 
You will find you have properly sized the surface and 
can letter on same without ink spreading to any objec- 
tonable degree. 

Here’s another request from a DISPLAY WORLD 
tealer: Will you kindly give an example of a fancy de- 
Signed shoe ticket? 
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Bert L. Daily 






No. 10 


Catalog 
Now Ready 


Brand new! Big, complete, with “all the dope” 
you like. Legible type and many illustrations 
make reading. easy. Read — learn all about 


DE nls 


Reg. U S. Pat. Off. 
BRUSHES 4D SUPPLIES 


Sent free on request—get your 
copy NOW, while it’s new. 























126-130 E. Third St. 
Dayton, O. 


its the Hs theautauatic double’ double” 


“~~ that makes a Speedball 

the fastest drawing sod 
lettering pen ever devi 
MADE IN FIVE SIZES : 
and styles 
SUEA y STLES Y SLE 


(fifty Cents - set of five) 
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A REAL Show Card 
Writer’s Outfit 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 


Look at the list of contents 
below and then at the price. 


Only $5.25 Postpaid 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of Price. 
Send for our new complete catalog of Show Card Writers’ 
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WATSON’S SHOW CARD. WRITERS’ OUTFIT Py 
Up-To-Date. Consisting of 
7—2-0oz. bottles assorted show @ 
card colors. 
1—No. 4 Red Sable show 
card brush s 
1—No. 8 Red Sable show 
card brush. & 
1—No. 10 Red Sable show 
card brush. & 
1—%-in. one stroke Black 
Sable brush. Ss 
1—%-in. one stroke Black 
Sable brush. ‘ & 
1—Dozen Hunt’s round writ- 
ing pens. 
2-Refills for same. & 
1—Marking. 1 shading pen. 
ge black card writer’s § 
E 
ge 
& 
Ed 
a 


nk. 
oe “How to Write 
Signs. and Show Cards.” 


All packed in hinged wood 
box. Mailing weight, 5 lbs. 


GEO. E. WATSON CO. 
Dept. 10 62 W. Lake Street Chicago, Il. 
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LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 

est and Largest school of its kind. 

Write for complete 

particulars. Address 


/Detroit 














ee WRITERS 
FREE CATALOG y.c° c:, 


Your Copy 
Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Mgr. 


Galesburg Illinois 





YOU WILL MAKE MONEY BY USING — 


STENCILS 


For Show Cards, Backgrounds, Furniture 
and Interior Decorating — Catalog 50 Cents 


P. M. Brockman, Epler Building, Seattle, Wash. 











Price Tickets in Two-Color, Made with Stencil Cutouts 


Cut No. 4 shows two styles done with air brush and 
metal cut-out stencils. It is best to learn to save time 
when making this style of ticket. Sketch No. 5 shows 
a corner of a desk and how to handle a delicate metal 
stencil the best way. Pin one end of the stencil orna- 
ment to top of the desk, allowing section of design to 
be set to protrude over the edge. Stack your price 
tickets close, picking up one at a time, holding it against 
edge of desk and under stencil design. Then “shoot”. 
the color on. This system of handling the job should 
run about forty tickets per minute after you get into it. 

A two-color job on this sort of ticket is much better 
than one. Cut your first long narrow strips for tickets, 
and air brush magenta color along the edges of each 
strip before final cutting. The first color after these 
long strips have been cut is on one end of the ticket 
over which you allow your stencil to cover; then 
“shoot” a dark green air brush color to get the design. 





HAMPTON MADE SUPERINTENDENT 
OF THE I. MAGNIN CO. STORE 


Wade Hampton, one of the most popular members of 
the Pacific Coast display- profession has been promoted 
to the position of superintendent of I. Magnin & Co., San 
Francisco. Mr. Hampton, in charge of displays for I. 
Magnin during the past three years, has been frequently 


Wade Hampton 


commended for his exceptional merit as evidenced in Mag- 
nin show windows, and this skill combined with his mert- 
chandise knowledge and general aptitude has determined 
his selection for the important post of superintendent. 

Previous to joining the I. -Magnin organization, Mr. 
Hampton was in charge of display for the White Dry 
Goods Co., San Francisco. Incidentally, fortune seems 
to have beamed on this artist, since, with his promotion, 
comes word that Barbara Loraine Hampton, a healthy and 
hearty Miss arrived April 17, 
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Brown Mice 


(Continued from Page 12) 


the sides and backs in the most beautiful 
matched circassian walnut I ever saw. All 
the exposed front of the building up to the 
second floor is faced with specially-made gray 
tile from the famous Rookwood Potteries. 
Expensive? Perhaps, but no one has dupli- 
cated or equalled it in that city for ten years. 

If you are ever in St. Paul, go around to 
Saint Maries News stand. It is a big attrac- 
tive store room with the shelves and tables 
piled full of all the publications under the 
sun. You are invited to browse around and 
read to your hearts content. Nobody watches 
you, it is up to your honor. Flocks of people 
buy their reading matter there and the 
courtesy of the house is seldom abused. It 
impressed me as a notable example of such a 
simple thing as a news store run on a different 
plan. Be aggressively different, and even if 
you cannot be aggressive see to it that you are 
different. Right now I can go around to the 
office of any retail ad-writer and find a big 
scrap book. In that book I will find carefully 
clipped copies of every other retail ad in his 
town. Some fellows are more ambitious with 
their scissors and take in more territory. 
They clip every paper they_can get their hands 
on from other cities. What is the result? Ad 
writers think alike. You can take the signa- 
ture of any big store and place it beneath the 
advertisement of another big store and you 
can’t tell the difference. Standardized copy 
gets standardized salaries. Originality can 
name its own price. 

The custom these days is to group the big 
retail stores within a few blocks. This is 
right and is the result of long study of the 
buying habits of women. Women buy over 
80 per cent of all the goods sold in department 
stores. It has been demonstrated by frequent 
checking that there are three calls to each 
purchase. In one test it averaged over four. 
In other words when a woman goes down 
town to make a purchase she visits three 
stores, sometimes four before she buys. This 
does not mean she buys from the last store 
she visits. Very often she goes all around 
again. She certainly goes back to that store 
where quality and price made the deepest im- 
pression on her particular taste. Wise mer- 
chants make it very easy to go from one store 
to another. Often they place their entrances 
directly opposite. I know a store in a certain 


_—— 





THE DISPLAY WORLD 














CresceXD)) Bran 


INDIVIDUAL 
DISPLAY 
CARDS 
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FRENCH DESIGN 


THE COMPLETE LINE OF 


CARD BOARD 


With Trimmed Edges and 
Gray Granite Back 


CHICAGO seaeo COMPANY 


664-670 Washington Blvd., Chicago, U. S. A. 























What the “Passerby” 
Thinks of you 9 
or Your Store ¢ 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


Advertise 











A Paasche Did It! 


A Parrot Can Talk But He’s No , 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow”’ Customers! 
WRITE FOR CATALOG 


Sadade Air Sauk Co 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Briishes—Accessories, Acknowledged the BEST. 
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SHO-CARD BOARD 
is 


DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 





HURLOCK BROS COMPANY~ 


3436-38 MARKET ST. PHILADELPHIA 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 




















1 No. 12 Pure Sable Rigger ae $ .90 
1 No. 8 Pure Sable Rigger- bd 50 
1 No. 6 Pure Sable Rigger win ae 
2 2-Ounce Water Color (Red & Black)-_------ 50 
1 Razkut Card Cutter_- 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE -$2.50 

PEN OUTFIT FOR $1.00 

1 Set Spee Pie. oc te eas $ .50 
i ‘2-Ounce Speedball. Ink. oo 25 
1 Speedball Instruction Book_-_-----.-_____-- 15 
1 Double End Penholder ae Rh 
1 Set (12) Round Writing Pens__---------_--- .20 

TOTAL VALUE $1.25 





These Outfits will be Sent Prepaid 


oArthur CF. dioerauf ©@Co. 


Sign & Show Card Supplies 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 
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city that is several blocks away from the 
other stores. They run a private bus line to ac- 
commodate their shoppers. They deliver their 
passengers to all the other stores and carry 
the shoppers from the other stores to their 
own. The other merchants are agreeable to 
this because they are not in business to change 
the shopping habits of women; they are in 
business to serve them. 

This shopping habit has never been ana- 
lyzed; I doubt if it has ever been attempted. 
It is a study of the varied tastes of people. 
The thing that pleases one does not appeal to 
another. Trade follows the line of least resis- 
tance and adjusts itself to conditions as they 
are. The difference in taste and judgment is 
the salvation of the small shop keeper. If we 
were all alike we would have a few big retail 
institutions and all the smaller shopkeepers 
could put up their shutters and go out of busi- 
ness. Fortunately, we will never all have the 
same wants and tastes regardless of the 
socialists. There will always be a lot more 
small merchants than big merchants. There 
will always be a lot of folks who prefer to 
trade in the little shop around the corner be- 
cause they know the man who keeps it. The 
job of a small shop keeper is to make more 
people know him. 

Every little bit, added to what he has, 
makes a little bit more. One thing he should 
never overlook, and that is to make his place 
attractive to women. Women are the pur- 
chasing agents of the household. Women are 
more careful buyers than men. 
of quality and price is very keen. This has 
been a man’s world for a great many centuries 
but it is growing rapidly to be a woman's 
world. And I believe it is going to be a much 
better world for us all to live in. If I were 
a business man in a small town or a small 
merchant in a big town, I would give the full 
weight of my influence to support the con- 
structive work the women’s organizations are 
doing. 

Education is the growing factor in discrim- 
inating buying. People are now looking for 
quality and they know the difference. They 
are learning that the shoddy and the cheap is 
a poor purchase. They are finding out that 
the better article at the higher price is the 
cheapest in the end.. The business man of this 
new era must be aggressive and alert. He must 
advertise. He must keep step with the times. 
Above all, he must be jealous and defensive of his 
good name. 
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AN ILLUSTRIOUS CONTRIBUTION 

EROME A. KOERBER’S new book, “The Art of 

Draping,” first copies of which were distributed 
May 1, forms a contribution to display development of 
significant importance. Already many letters have been 
received from early purchasers, each expressing genuine 
satisfaction with this 
latest display work. In 
fact, many displaymen 
have pronounced “The 
Art of Draping” the 
most valuable text con- 
tribution ever  intro- 
duced to the display 
profession.. 

The author. through 
his new book, becomes 
an outstanding bene- 
factor to the art which 
has afforded him com- 
fort and fame for more 
than a quarter of a 
century, and his influ- 
ence in display develop- 

JEROME A KOERBER ment will manifest it- 
self in the progress of younger men now striving to 
gain the pinnacle so long occupied by the illustrious 
Koerber. In “The Art of Draping” Mr. Koerber 
has treated a difficult subject with a clearness, ver- 
satility and simplicity of the master that he is. No 
phase of the important subject is forgotten ; no branch 
of it sacrificed in treatment. Draping, from ages many 
thousands of years before Christ, is discussed and illus- 
trated, and in perfect order the evolutions are chroni- 
ced up to the progressive tendencies of the modern 
methods of drapery and draping. 

“The Art of Draping” presents one hundred and 
twenty-eight pages of real constructive information— 
information, if properly applied, that will enable any 
student of display art to execute drapes in faultless 
For the experienced decorator it offers a 
wealth of stauertaes and discloses many interesting 
“short cuts” of the display profession. 

Supplementing the text examples is a series of 
draping suggestions as executed by recognized display 
masters, selected by Mr. Koerber for some particular 
method of treatment employed. All are beautifully 
illustrated and clearly described. 

The displayman’s library will not be complete with- 
out a copy of “The Art of Draping,” and never in the 
history of the profession has such an excellent text 
from the pen of such an illustrious authority been 
offered at such a remarkably low price—$3.00. 
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JOHNSON MANUSCRIPT DELAYED IN TRANSIT 

We regret the delay in mail transit which forces the 
omission of Mr. J. Walter Johnson’s department on b2ck- 
grounds from this issue. The June number will present the 
Second article of Mr. Johnson’s series. 
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What’s What 
In Cardboads 


NAT-MAT CARDBOARDS—The choice of hun- 
dreds of display men and card writers who appreciate 
the unusual effects Nat-Mat makes possible 

Specify Nat-Mat! 
colors and finishes. 

If you have not a Nat=-Mat sample 


book, send for one today—on your 
business letterhead. 


National Card, Mat and Board Co. 


Manufacturers 
4318-36 Carroll Ave. 


Choose from over 100 striking 


Chicago, IIL 








we 














R RUSHE: 


Wa 


copy. 


SUPPLY DEPARTMENT 


Detroit School of Lettering 


ST, DETROIT, MICH, 


514 GRISWOLD 


8: and SUPPLIES V2 
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price question. 


years experience in low price 
making—Everything you need for 
shop or studio—Write today for your 


My new 1922- 
23 catalog answers 
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WINDOWGRAFT === | 


VALANCE & DRAPERY CO. 
326 Superior Av., N. W. 
Cleveland, Ohio 





WE ARE DESIR. 


ING OUR LINE 
WITH SEVERAL 
LIVE WIRE 
SALESMEN OR 
WINDOW SER- 
VICE ORGANI- 
ZATIONS. 
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DISPLAY FIXTURE CO., 


DISPLAYETTES 


display uses. 


Adjustable to any 
Made of Nickeled Wire. 
No. 103—Per doz........ 
No 202—Per doz........ 
No. 302, complete with detach- 

able T, per doz....... 
Order from your Jobber or direct. 


105 Monroe St., Chicago 
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Special Decorative 
Window Display and Booth Effects 


359 West 42nd 


Street 
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Chicago Monthly Display Review 


Carson Pirie Scott & Co. “brides’ week’’ display of exquisite beauty— 
A brief description of displays of unusual merit 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 





HE Chicago windows have been interesting and 
als attractive throughout the month past with 
|G _|unique and timely displays of styles that are to 
worn for the Spring and Summer seasons.  Inter- 
ested men and women daily and nightly throng the 
retail streets, engaged in studying the various displays 
in the representative store windows of the Loop and 
famous Michigan Boulevard. 

Among the most interesting and effective windows 
of the State Street stores during the month, were the 
series of window displays of Carson Pirie Scott & Co., 
devoted to “Brides’ Week.” Ten State Street windows 
nine for the bride and one 





were devoted to the idea 
for the groom. 

The windows at the Fair are keeping up to their 
newly improved standard. The backgrounds are the 
same as used during the opening. The large corner 
window has a very beautiful showing of new black 
capes and wraps displayed on wax figures. Another 


window is resplendant with a showing of beautiful silk 
lace-trimmed lingerie, entirely in pastel shades of pink, 
salmon, and lavender. No. 3 has a showing of sports 





Bride Display by Arthur V. Fraser for Marshall Field & Company, Chicago, Illinois 


wear, including hats and sweaters particularly suggest- 
ive for golf and tennis wear. The golf bag and sticks, 
together with tennis rackets and balls, add a realistic 
effect to this display. Window No. 4 shows a very 
attractive display of children’s voile dresses, while No. 
5 features some very pretty styles in ladies’ oxfords 
and pumps. 

The windows at Bedell’s seem to be getting better 
and better day by day. The stone floors have been cov- 


ered with a continuous black felt mat, which seems to | 


add just the right degree of richness to.what has here- 
tofore appeared as “cold” looking windows. — Black 
satin valances with gold fringe, ornamented at intervals 
by a bunch of flowers and foliage painted on the satin 
in polychrome, adds to the general good effect of the 
windows proper. The displays of merchandise are very 
clean-cut and business-like, and prove their merit by 
the number of people who are attracted thereto. Mr. 
McGrath, who is the new display man in charge of 
these windows, is a rather unpretentious man, obviously 
one who knows and dominates his job. It is the wri- 
ter’s impression that Bedell windows will improve. 
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Mandel’s windows at the present time have the 
appearance of airy Summer time. The large window 
at the corner of State and Madison has a beautiful 
display of Summer dresses, hats and furs, displayed on 
peautiful wax figures. A particularly interesting dis- 
play in one of Mandel’s vestibule windows was that of 
a white sheer chemise with black satin shoulder straps 
and black beading, with a black bow in the front and 
at the sides. The Wabash Avenue windows, devoted 
to the men’s and boys” clothing, haberdashery and hats, 
are entirely in keeping with their usual high standard 
of excellence. 

The Walkover stores are responsible for some beau- 
tiful shoe displays, and particularly at this time. There 
is always an “effect” (and a good one) in these win- 
dows. The window cards are well done, in both con- 
ception and execution. There is always some good 
sales “idea,” together with very well thought out copy, 
and it is worked into a card by the hand of one who 
knows “how to make type work.” Mr. Graffis is re- 
sponsible for the Walkover windows and also does the 
advertising for all the Chicago Walkover stores, and 
succeeds in making both departments work in perfect 
harmony for the best interests of the Walkover stores. 

The Boston Store celebrated its fiftieth anniversary 
with special exterior decoration on the store building, 
special advertising and special window displays thor- 
oughly in keeping with the important occasion. A 
large square space over the State Street entrance was 
covered with green foliage, serving as a background 
for a huge electric sign announcing “Our 50th Anni- 
versary.” Bay trees were placed in front of the pil- 
asters on the sidewalk. The large corner window was 
the feature window of the event. It showed a room 
of the home of fifty years ago. Old furniture, rugs, 
vases, etc., that were the styles in those days formed 
the surroundings for the wax figures representing the 
average family of that time. There were characters 
representing a father and mother, young lady, girl and 
boy and grandmother. All were typical characters and 
wore the style of clothes, hats, hair dress, etc., then in 
vogue. The window has attracted a great deal of at- 
tention throughout the entire week. Other windows 
were displays of merchandise featured as special values 
on sale during the celebration of the golden event. 

Marshafl Field & Co. have just drawn the curtains 
on the corner window at State and Washington, dis- 
losing a sight worth coming miles to see. It is a 
bride’s window—wonderfully beautiful and well car- 
tied out in every particular. A bride in beautiful white 
wedding gown stands in the center of the window, 
holding a bride’s bouquet. Immediately behind her and 
‘0 either side are two bride’s maids dressed in identi- 
cally the same style dress and hat, but each in different 
colors. One is in a gown of green with hat of the same 
color. The other wears the same thing in lavender. 
Each holds a bouquet to match her costume. 

Two large ornamental burnished silver candelabra 
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Embellish 
Your 


Show Cards 





Transferable Show Card 


and Panel Ornaments 
designed and modeled by 


B. A. RAINWATER 


' These attractive ornaments will add ma- 
terially to the appearance and effective- 
ness of your show cards and panels. 
They are furnished in plain white, me- 
tallic or beautiful air brush tints. White 
library paste will securely hold them 
to any surface. 


One Dozen Assorted Designs 
Without Embossed Initials 


$3.75 


Your firms initial will be embossed, if 
desired, without extra charge, when 12 
of one style are ordered. 


Write for pamphlet of entire line show- 
ing various ways of using these orna- 
ments. 


B. A. RAINWATER 


709 Washington Avenue 
St. Louis, Mo. 

































































More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 


alphabet plates 
$3.9 


When orderedin 
PER Combination with a BOTH $4.50 
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with eight electrically lighted candles and standing 
slightly more than eight feet in height are appropriately 
placed before a section of background made of laven- 
der tulle pleated from the floor to the ceiling and some- 
what in front of the background proper, giving an at- 
mospheric appearance to the setting. This is treated 
with some metallic-looking artificial foliage in lavender 
and purple shades. At either side and at the ends of the 
windows and high against the background wall, which 
is covered with green silk, green and white artificial 
foliage is worked thereon, in front of which are banked 
some beautiful live ferns. The inside of the corner 
pilaster is treated in the same manner. 


On the State Street side and near the front a white 
plaster cast Cupid is seated upon an oblong “onyx 
marble” base about four feet high, holding upon its 
lap a pillow upon which rests a platinum wedding ring. 
A similar Cupid on the same kind of a stand is posed 
in about the same location on the Washington Street 
side of the window, with a Cupid’s bow in its hand, 
the arrow having been shot. And in the center of the 
window, between the two huge candelabra, two more 
Cupids are posed, one holding high above his head a 
torch light and the other seated in front holding a huge 
human heart. 

It’s hard to get close enough to this window to see 
it—there’s such a crowd of women and girls “Oh-ing,” 
“Ah-ing” and sighing in envious admiration of the ob- 
ject of the display, as well, perhaps, as expectant con- 
templation of the subject of it. 

Now suppose we walk down a block or two and 
take a walk over to Michigan Avenue. Here at the 
corner of Wabash Avenue and Monroe Street is the 
beautiful new Hanan Shoe Store, while next to it is the 
C. H. Wolfelt Co.’s “Bootery,” and just beyond that is 
the handsome Shoe Emporium of the Martin & Martin 
store. Hanan’s and Martin & Martin’s windows are 
severely plain in the arrangement of the shoes in their 
windows. A few pairs of fine shoes uniformly set on 
the floor or on a low bench or table, with beautiful and 
rich mahogany backgrounds and wonderful hard wood 
floors, is about all there is to them. This, however, 1s 
their policy. 

C. H. Wolfelt & Co.’s windows are worth any man’s 
time to look at, and especially any shoe dealer or shot 
displayman. The backgrounds are of q beautifully 
selected grained oak finished in early English or Flem- 
ish. This is ornamented with carved relief in classic 
design and some inlay panels. Shoes are displayed on 
plated silver fixtures of distinctive and graceful design. 
Other shoes are posed upon satin cushions of ros¢, 
green or lavender, with a silk fringe around the edges. 
Not many shoes are shown—that is to say, not [00 
many—but just enough for each pair to show up et 
tirely at its best, and that is exactly what every pair of 
shoes in their windows do. At the present time they 
are using some colored spot lights in connection with 
colored pumps and slippers. 
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Pacific Coast Display Notes 


Sportswear displays hold present attention— 
Cohen puts over ‘“‘sell-out’’ straw hat display 


By DAVE E. ANDERSON 
Special Correspondent The Display World 


a OSSESSING a distinctive human interest and 
Red attraction are the sportswear and outing goods 
gy displays now occupying the windows of the 
ee of San Francisco. As is always true of Mr. 
Rowley’s achievements they are complete and artis- 
tic even to the smallest detail. The background 
of one of the large windows represents the old 
stone garden wall with two heavy double gates, 
with massive hinges, and locks. Against the wall 
are lattice frames supporting natural climbing 
roses. The floor of the window represented the 
green of the golf links. 

Another window features in the background a 
large screen painted as a portion of the deep sea 
with all its freak fishes. Here is displayed the 
camper’s outfit complete. The fishing tackle, ko- 
daks, and other sporting paraphernalia is placed 
about in a most realistic fashion, and much to the 
interest of observers. The corner window, used to 
display luggage and other small articles of interest 
to the tourist, has for its central feature attraction 
a working miniature of the engine of the Mt. Tam- 
alpais railroad, considered the most crooked in the 
world. ° 

Mr. S. Cohen hit a “home run” with his straw 
hat display which occupied much of the window 
space of Roos Bros. Clothing Co., San Francisco. 
The central window featured the old board fence 
of the baseball park with its usual signs. Over 
the top of the fence (the background of the win- 
dow) could be seen the top of the grandstand 
with flying flags. The backs of the heads of the 
fans, each arrayed in a new straw, loomed up over 
the top of the fence. Mr. Cohen had not overlooked 
the slightest detail, to add to the human interest 
appeal, even to the newspaper stuck in the fence, 
the empty pop bottles and the kids scrapping for 
a peek through the knot-hole. The two windows 
at either side held well arranged displays of many 
of the season’s smartest offerings in straw hats. 

The displays of I. Magnin Co. are strikingly 
beautiful in artistic désign and color effectiveness. 
In the background of one of the windows are 
French doors, over which has been constructed a 
canopy of batik silk with heavy gold fringe. At 
the sides of the doors are drapes of batik, in blue, 
gold, and orange over henna silk, with heavy gold 
cords. The beautiful gowns and accessories for formal 
wear for milady were of the same beautiful colorings. 
The unusual lighting effect accomplished by placing the 
lights under the canopy and behind the doors cast a 
hazy blue color upon the settings. 
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An 8-day electric Time Switch that 
operates four time a day, will ring elec- 


tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 


The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 


A years’ guarantee with every clock. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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Commercial Printing 
OF EVERY DESCRIPTION 


FORMS 
STATIONERY 
FOLDERS 
BOOKLETS 

= CATALOGS 


A 






Prompt service and reasonable prices 
combined with a strict adherence to cus- 
tomer’s requirements has won for us 
a satisfied clientele. 


May we serve you? 
a=] 


The Peerless Printing Co. 


1209-11 Sycamore St. _ Cincinnati, O. 
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Window by Paul 
Lupo—Barker Bros. 


Oates. 


Character 


We feature models from life. The photo- 
graphic reproduction above was made on 
a special order. It portrays the ability of 
our skilled staff of artists. 


Our figures possess a character and per- 
sonality not found in ordinary wax figures. 


Our new sales policy for 1923 will prove of 
interest to buyers of wax figures. Use the 
coupon below in requesting sales policy in- 
formation and we will send along with - it 
an artistically modeled card tray for your 
desk. This tray is made specially for dis- 
playmen. It’s something new and useful. 
The supply is limited—send coupon at once. 


L. E. Oates 


Maker of Wax Figures 


Stadivs 


105 East Tenth Street, Los Angeles 


—<—— et EE  ] -}- - 
L. E. Oates, 105 East 10th St., Los Angeles 
Gentlemen: 

Send along without cost to me the display man’s desk 

tray and information on your new sales policy for 1923. 


PDE i oisciin ss ccataveussstostsbeeccksane oe kesh ae keene eee eeaan P 





Reproduction from 
Life of Claire Forbes- 
Crane—noted pianist. 


Model from Life by 
L. 











Oregon, have been the constant attraction in that 
city this past month. The backgrounds of the win- 
dows suggested different outdoor sports: motoring, 
tennis, golf, the beach, the board walk, etc. In 
these windows for two or three hours each day 
were living models displaying the latest and most 
-attractive sports garments. Later in the month the 
extensive window facilities on four streets were given 
over to demonstrations and methods of manufacture 
of Portland’s many home products. 

The Frank Moore Shoe Stores will open a new 
store at San Francisco, on May 15. It will be 
known at the French Shop, featuring exclusive 
models in ladies’ footwear. 





OKLAHOMA CITY DISPLAY CLUB 
ELECTS NEW OFFICERS 


At the May 7 meeting of the Oklahoma City Display 
Men’s Club the following officers were elected: President, 
Harry W. Hoile, display manager for Rorabaugh-Brown 
Dry Goods Co.; vice president, Charles E. Stout, The 
Western Bank Supply Co.; secretary and treasurer, L. L. 
Wilkins, display manager for the Kerr Dry Goods Co.; 
publicity manager, P. A. Sublett, Jr. In appreciation of 
his energetic and successful accomplishments as president, 
Mr. Hoile was honored with a second term. 





DISPLAY WORLD REPRESENTATIVE ADDRESSES 
CONNECTICUT DISPLAYMEN 


Addressing the members of the newly organized Con- 
necticut Association of Displaymen, at a meeting held at 
Hartford, recently. Willard D. Hart, speciaf correspon- 
dent for The DISPLAY WORLD, spoke on the subject 
of organization and the benefits to be derived therefrom. 
Mr. Hart pointed out that a member would receive just 
as much out of an organization as he put into it. He 
went into detail in a plea for educational features at every 
meeting of the club. He suggested that practical demon- 
strations be staged at each meeting for the education of 
the future displaymen. Demonstrations should not always 
be made by the leading display men in the club, he stated, 
but should be erected by some assistant, who, after having 
completed the work, could sit down and watch the expert 
tear it apart and explain where it was wrong, this being 
a better way to firmly imprint the work in his mind. 





WINDOWS PLAY BIG ROLE IN POGUE 
60th ANNIVERSARY SALE 


The H. & S. Pogue Company, Cincinnati, at present 
is in the midst of a great merchandising event in celebra- 
tion of the store’s sixty years’ distinctive service to the 
community. Special sales are playing a prominent part in 
the anniversary observation and especial attention is being 
directed to the show windows which are under the direc- 
tion of that well-known artist, Dan Dye. 





WINS IN CONTEST FEATURING 
BASEBALL DISPLAYS 


J. S. Bronsing, display manager for Bry’s, Memphis, 
Tenn., has been notified of his success in the “national 
baseball week” display contest, sponsored by the National 
Chamber of Commerce of Sporting Goods Manufacturers, 
Mr. Bronsing will receive a gold medal and $25 cash. 


The windows of Meier-Frank Co., of Portland, 
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THE DISPLAY WORLD 


?Or “Opportunity Sxchange™ 


Wen Wanted Positions Wanted Gor Sale W anted to Buy 


HELP WANTED 











A REAL OPPORTUNITY 


A large and progressive manu- 

facturer of display fixtures and 
store equipment is in need of a 
live-wire traveling representative 
with following; who can suggest 
ideas and close sales. To an ex- 
perienced and able man we are 
in position to offer an exceptional 
opportunity. We also have an in- 
teresting proposition for local dis- 
play service men. Address 


“H. S.” 


DISPLAY PRODUCTION MAN 


To superintend small growing plant of 
large national advertiser, located in New 
York. Must be capable of producing sten- 
cil and all types of window and counter 
displays. State experience, age and sal- 
ary. Address W. A 

Care The DISPLAY WORLD. 


WANT TO SELL 








FOR SALE 


One “Stencillor,’ complete, for making 
Show Cards, Signs, etc. Just like new. 
Scarcely been used Cost $45.00; will sell 


THE MODEL, 





for $25.00. 
Sauk Center, Minn. 





A Practical and Experienced Window 
Display Man 
A national advertiser in New York has 
an opening for a man who can originate 
displays, work them out and tell the 
dealers by correspondence how to use 
them, rendering a real service to drug- 
gists. Give ay gy a and salary. 
Addr 
Care The DISPLAY WORLD. 








FOR SALE 


Paasche Air Brush Compressor, A. C. 
Motor Cost $82.50; used but little—$60.00. 
One Wold Air Brush with five 4-ounce 


jars, $8.00. 
I. L. DAVIS, 








Care The DISPLAY WORLD Apt 7, Rose Court Newcastle, Ind. 





WANT TO SELL 














Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic HIGH GRADE, READY =TO=LETTER 
Accessories, We teach you how by Mail. AIR-BRUSH CARDS for your Straw Hat 
Our Exclusive Correspondence Courses in Display on Mat Board, size 10x16 or 12%4x 
Theatrical Scene Painting and Pictorial 19. Four for $1.00. Also- Scenic Poster 
Arts are practical and inexpensive. We, Cards, over 100 designs. 


also, sell Imported Theatrical Scenery 
SAMUEL GOLDSTEIN, 


Models, they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 117 Archibald St., Burlington, Vt. 


Enkeboll Art Institute, Omaha, Neb. 


GOOD GRADE SILK PLUSH 
Three yds. gold 3 yds. red, 3 yds _ green, 
besider four pieces in the gold color about 
2 yds. each. Price reasonable. 

MILLARD MAIENTHAL, 
Care Maienthal Bros., 
158 Merchant Street, Decatur, IIL 

















OPPORTUNITY EXCHANGE FOR JUNE CLOSES JUNE 11 

















SCHACK’S 


for Parade Decorations 


The organization and management of Floral 
Parades, Carnivals, Home-Comings and all 
special celebrations is quite easily accom- 
plished by enlisting our experience and knowl- 
edge. Our Service Department will gladly 
submit plans and sketches for a complete 
Parade, for Hall or Outdoor decorations or 
for a single float. All orders filled promptly. 








WRITE FOR OUR NEW PARADE CIRCULAR 


If you are planning any special cele- 
bration or parade, you should have 
a copy of this New Circular. 









We are Better mail this coupon today 

the Oldest before you forget. We can 

and Largest save you time and money. 

Producers acne Schack 
f rtificial 

De P arade Flower Co., 1739 
corations Milwaukee A ve., 
in the Tear off Chicago, Ill. 
Country and Mail This Please send me your 

Coupon new Parade Circular 





P5 which you mail Free 
upon request. 






SCHACK ARTIFICIAL FLOWER CO. 


1739-41 Milwaukee Avenue CHICAGO, ILL. 
Salesroom 61 E. Adams St. 
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Program Features for I.A.D.M. Meeting 


SCHEDULED FOR CLEVELAND, OHIO, JUNE 16, 39, 20, 21 


Competitive Individual Demonstration 


(Three prizes awarded.) 
Class 1—Wax Form Draping 
W. Guy, Warner, 
Freidberg’s, Detroit, Mich. 


Window 1. 


Window 2. H. W. Hoile, 
Rorabaugh-Brown D. G. Co., Oklahoma City, Okla. 
Window 3. G. Gordon Meyers, 
John R. Coppin Co., Covington, Ky. 
(Lighting effects arranged by the National 
Lamp Works.) 
Lecture—J. Duncan Williams, Chicago, IIl.: 
“Making the Display Window Sell.” 


Competitive Club Demonstration 


(Three prizes awarded.) 
Class 2—Men’s Clothing 
(Hart, Schaffner & Marx Prize Display.) 
Window 1. G. W. Bailey 
Goldman Cobacker Co., Des Moines, Ia. 
E. J. Cowgill, 
The Metropolitan Co., Dayton, O. 
J. Hilgers, 
O’sen & Veerhusen, Madison, Wis. 
Address—Tom Leslie, Director of Display, The Na- 
National Association of Retail Clothiers, Chicago. 


Window 2. 


Window 3. 


Competitive Individual Demonstration 


(Three prizes awarded.) 

Class 3—Women’s Ready to Wear 
Window 1. F.G. R. Lacey. 
, Fairweather’s, Ltd., Toronto, Canada. 
Window 2. H. Garfinkel, 

Harzfeld’s, Kansas City, Mo. 

Window 3. Ludwig Fruhauf, 

The Cohn-Hinkel D. G. Co., Wichita, Kas. 


Competitive Club Demonstration 


(Three prizes awarded.) 
Class 4—Men’s Hats 
Clement Kieffer, Jr., 

The Kleinhans Co., Buffalo, N. Y. 
Window 2. Chicago Club Member, Chicago, III. 
Window 3. A. L. Meadows, 

Washer Bros., Fort Worth, Texas. 


Feature Demonstration 


Window 2. H. H. Tarrasch, 
Stix-Baer-Fuller, St. Louis, Mo. 
Adjournment for Luncheon. 
Tuesday Afternoon Session, June 19 
2 :00—Call to order__W. H. Teal, President I. A. D. M. 
Lecture—Walter Sterrock, The National Lamp Works, 
Cleveland, O.: “System in Show Window Light- 
ing.” 


Competitive Individual Demonstration 


(Three prizes awarded.) 
Class 5—Live Model Draping 
Window 1. L. L. Wilkins, Jr., 
Kerr Dry Goods Co., Oklahoma City, Okla. 
Window 2. Ellsworth H. Bates, 
C. W. Klemm, Inc., Bloomington, IIl. 
Window 3. Earl C. Sterling, 
Paul Davis Co., Waterloo, Ia. 
Lecture—C. J. Potter, Mgr. Store Service Dept., Dry 
Goods Economist, New York City. 


Competitive Club Demonstration 


(Three prizes awarded.) 
Class 6—Draping Silk Materials 
O. A. Luke, 
The Higbee Co., Cleveland, O. 


Window 1. 


Window 1. 


Window 2. C. G. Gehring, 
Rike-Kumler’s, Dayton, 0. 
Window 3. M. L. Hoffstadt, 
- The People’s Store, Charleston, W. Va. 
Lecture—Frank T. Groome, Mgr. Holophane Co., To- 
ronto, Canada: “Color Harmony Lighting.” 


Competitive Individual Demonstration 


(Three prizes awarded.) 
Class 7—Full Dress Suits 
M. Wolfson, 
Baer Bros. & Prodie, Chicago, Ili. 
Window 2. Edward Goldstein, 
Kleinhans, Buffalo, N. Y. 


Window 1. 


Window 3. Al Baries, 
Crescent Clothing Co., Madison, Wis. 
Address—Local speaker. 


Competitive Club Demonstration 


(Three prizes awarded.) 
Class 8—Men’s Clothing and Furnishings 


Competitive Individual Demonstration 


(Three prizes awarded.) 
Class 9—Millinery 
T. J. Hughes, 
The Ames Co., Cleveland, O. 
Window 2. F. J. Marx, 
H. S. Manchester Co., Madison, Wis. 
Window 3. H. Garfinkel, 
Harzfeld’s, Kansas City, Mo. 
Lecture—E. Dudley Pierce, Disp'ay Manager Sibley, 
Lindsay & Curr Co., Rochester, N. Y. 


Competitive Club Demonstration 


(Three prizes awarded.) 
Class 10—Men’s Shirts and Neckwear 
Window 1. Clement Kieffer, Jr., 
Kleinhans, Buffalo, N. Y. 

Window 2. E. H. Leaker, The Hub, Chicago, IIl. 
Window 3. A. A. Hansen, 

F. G. Clayton Co., Detroit, Mich. 
Address—Local speaker. 


Window 1. 


Competitive Individual Demonstration 
(Three prizes awarded.) 


Class 11—Novelty Handkerchiefs 
Window 1. Claude Clary, 
La Salle & Koch Co., Toledo, O. 
Window 2. Metropolitan Club, New York City. 
Window 3. H. W. Linz, 
Louis Traxler & Co., Dayton, O. 
Address—J. L. Cameron, Display Manager, Harris, 
Emery Co., Des Moines, Ia.: “Do They Talk?” 


Feature Demonstration—Non-C ompetitive 


Window 1. H. W. Hoile, Display Manager, 
Rorabaugh-Brown D. G. Co., Oklahoma City, Okla. 
“Silk Display.” 
Window 2. J. A. Rosenberg, 
McWilliams, Wilkes Barre, Pa.. 
“Doing the Street Costume.” 
Window 3. Ellsworth H. Bates, 
C. W. Klemm, Inc., Bloomington, II. 
“Background Idea.” 
Lecture—Walter Sterrock, National Lamp Works, 
Cleveland, O.: “Lighting Arrangement.” 
Adjournment for Luncheon. 


Wednesday Afternoon Session, June 20 
Artistic Live Model Draping 
Windows 1, 2,3. Herman Frankenthal, New York City. 
(Continued on page 62) 
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SCHACK FLORAL PARADE DECORATIONS 
LEAD IN PRIZE AWARDS 
The season of p. ades and carnivals is now on, and until 
Fall many such events will be conducted in towns and 
cities throughout the country. Consideration of mer- 
chants’ festivals, jubilees, and the like, has come to be a 
prominent part of community service, and, experience has 














proved, profitable in many ways. Merchants’ Booster Clubs 
find that the seasonal floral parade is a business stimulator 
as well as a prestige builder, and indications favor an 
cven greater merchant interest in this method of adver- 
tising. 
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Illustrated here are a few examples of decorated floats, 
the materials for which were supplied by The Schack 
Artificial Flower Company, 1739 Milwaukee Ave., Chicago. 
This decorating house, known from coast to coast because 

of the excellence of its product and service has the distinc- 
@eon of having supplied materials for more prize-winning 

floats'and booths than any other single decorating organ- 

ization. The fame of “Schack’s Excello” extends .even 
beyond the coast line limits of this country, and is gener- 
Welly acclaimed as the finest outdoor, parade and booth 
Me ccorating material manufactured. 
| An elaborate catalog featuring decorations for parades, 
Carnivals and celebrations has just come from the press 
and displaymen and merchants interested are advised to 
Write to The Schack Artificial Flower Co., 1739-45 Mil- 
Waukee Ave., Chicago. 












FRANKEL PERIOD DISPLAY FIXTURES 
NOW PRODUCED IN METAL 

The Frankel Company, manufacturers of period display 
fixtures, announce the introduction of the many popular 
Frankel designs in metal. Hitherto fixtures of this well- 
known Organization were confined to wood, but it is now 
Possible to secure them in metal, true in every detail to 
the standard Frankel period designs in wood that ‘have 
become unusually popular for window and department use. 
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INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 





YOUR 
DISPLAY CARD 

















Outside Size, 15x25 Inches 





Insures attention to your displays because of its 
novelty and attractiveness. _Equipped with metal 


easel—will stand on counter or fixtures. 


Fine for 


use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 


paint. 
SEND FOR PRICES 





48 E. Fourth St. 











Summer 
Window Displays 


Boost Business with 
Attractive Backgrounds 


Give that 


“High Grade” 


look to your windows 


Snappy decorations in 
unique and attractive designs 


KING TUT PAPERS & BORDERS 


Artificial Flowers, Borders, 
Papers, Baskets, etc., etc. 
Send for Catalogs 
DOTY & SCRIMGEOUR 
SALES CO., Inc. 


30 Reade Street 
- New York 














62 THE DISPLAY WORLD 








” fool-prook- a8 


is this instruction course by 


WM. HUGH GORDON 


One) hundred Loose Leaf Lessons in’ 


ETTERING 


With Pen = Brush 


}Gordon System- Adapting the familiar Music Staff as an! 


aid to correct alignment and construction 
$Introdt 


Card Wr 





To Letterers and Students 


This primary instruction course in lettering has 
made good. It is the first application of the 
Gordon System, based on well-defined compari- 
sons. The familiar music staff is used here as an 
aid to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
individual conceptions may be devised. In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 
disappoint. 


To Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


| plpmnndltgy edly ting: 2+ 01—"lauauliteam acta acess int Satie 


THE DISPLAY WORLD 
Cincinnati, Ohio DM-5 


Gentlemen: 

Enclosed find money order for 

[_] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 
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a Note.—If remitting by check add 10c for exchange. 
Social 





Z 





ame a ee eee ee oe ee ee ee es 


These new fixtures carry the Franke] guarantee for twenty 
years’ satisfactory service. An finish may be had with 
popular demand specifying circassian walnut. For details 
see Frankel announcement in this issue or write to Franke| 
Fixture Co., 1146 Broadway, New York City. 





KNITTED OUTERWEAR BUREAU ANNOUNCES 
$1000 WINDOW DISPLAY CONTEST 

On page 3 of this issue will be found an announcement 
that should stimulate the interest of every displayman and 
merchant. It is made by The Knitted Outerwear Lureau, 
Inc., Baltimore, Md., and features a window display con- 
test open to all displaymen and merchants. Ten cash prizes 
are offered in five classes, namely, department stores, gar- 
ment and specialty shops, haberdashers and _ clothiers, 
sporting goods stores and dry goods stores. One hun- 
dred and fifty dollars will be the first prize award in each 
class with a $50 prize for second place in each division. 

The contest will close June 30, 1923, and the judging of 
photographs will be done by Andrew Hopkins, J. J. Cronan 
and George Rooney of Metropolitan Display Club. 


I. A. D. M. Program 


(Continued from page 60) 





Competitive Club Demonstration 


, Class 12—Lingerie 
Window 1. M. Herzberg, Stein’s, Toledo, O. 
Window 2. Metropolitan Club Member, 

New York City. 
Window 3. Chicago Club Member, Chicago, IIl. 
Address—Jack Cronin, Bamberger’s, Newark, N. J. 


Competitive Individual Demonstration 


Class 13—Men’s Clothing and Furnishings 
Window 1. J. H. Everetts, 
Gloyd-Haliburton Co., Oklahoma City, Okla. 
Window 2. Geo. W. Foster, ? 
Richardson-Leaver, St. Louis, Mo. 
Window 3. Buffalo Display Man, Buffalo, N. Y. 
Talk—C. F, Wendel, J. L. Hudson Co., Detroit, Mich. 


Competitive Club Demonstration 


Class 14—Men’s Shoes 
Fort Worth Club Member, 
Fort Worth, Texas. 
Window 2. Metropolitan Club Member, 


New York City. 
Window 3. Ed H. Lyle, 
Kleine’s, Oklahoma City, Okla. | 
Non-Competitive Indwidual Demonstration | 
Window 1. C. H. Mahahon. | 
Al Rosenthal’s, Oklahoma City, Okla. 
Window 2. E. J. Berg, 
Burgess-Nash Co., Omaha, Neb. 
Thursday Morning Session, June 21 
9 :30—Call to order__W. H. Teal, President I. A. D. M. 
Address— 


Competitive Individual Demonstration 
Class 15—Women’s Shoes and Hosiery 


Window 1. C. W. Marshall, 
The Higbee Co., Cleveland, 0. 
Window 2. J. Julian, 


Walk-Over Shoe Co.,’Madison, Wis. 
Window 3. Youngstown Club Member, 
Youngstown, O. 
Lecture—E. W. Samsell, M. L. Parker Co., Davenport, 
Iowa. 


Competitive.Club Demonstration 


Class 16—Women’s Bathing Suits 
Window 1. L. M. Pegram, 
The Ames Company, Cleveland, O. 
Window 2. C. R. McArthur, Toronto, Canada. 
Window 3. Metropolitan Club Member, 
New York City. 
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USE ILLUSTRATIONS 


with the 


“SELLING PUNCH” 


The kind that put your story over 
at a glance and adequately supplement 
the sales appeal of your advertising. 


ZINC ETCHINGS 


We FEATURE 


Che 


ART RED 
C4 ty 
Q25 W. FourtH St. 
CINCINNATI. O. 


NDUTION 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 


Newspapers and all forms of 


ADVERTISING 


Write for Information and Prices 























L. BAUMANN & CO. INTRODUCING 
UNUSUAL FALL FEATURES 


Reports from displaymen, who have seen the decorative 
specialties in the process of manufacture, indicate that the 
Fall line of L. Baumann & Co., Chicago, manufacturers of 
artificial flowers and display decorations, will surpass in 
practicability and beauty anything hitherto introduced by 
this old-established and leading institution. 

The organization of L. Baumann & Co., is ideally 
equipped to render distinctive and unusual service in the 
field of display, maintaining as it does, a department of 
designers and artists of exceptional skill and a thorough 
knowledge of the display field. Their salesmen are now 
on the road, and an inspection of the L. Baumann line 
will prove inspiring and profitable. 





REGENCE DECORATIVE FABRICS 
POPULAR WITH DISPLAYMEN 


Displaymen and merchants should find considerable of 
interest in the announcement of the Calcutta Burlap Com- 
pany, printed on another page of this issue. It introduces 
the high-grade line of Regence decorative fabrics now 
employed by the most discerning buyers and critical dis- 
playmen in this country and Canada. Featured at the 
present time are specials from the Regence line, including 
Regence silk plush, Regence supersilk plush, Regence cal- 
cusilk, Regence corduroy, Regence velvoreen and Regence 
silk velour. The address of the Calcutta Burlap Company 
is 17 Madison Avenue, New Yrok City. 





EXCEPTIONAL QUALITY AND PRICE FEATURE 
SALE OF HYDOL PLUSH 

Displaymen will find it to their advantage to inspect the 
offering of the Hydol Plush Manufacturing Company, 30 
West 27th St., New York City. This company is making 
silk plush grades in new color ranges that should interest 
all employing plush in conjunction with window display. 
Hydol plush is the finest manufactured and is obtainable 
from the manufacturer at prices considerably lower than 
displaymen are forced to pay the jobbers. Write for 
details, addressing Hydol Plush Manufacturing Co., 30 
West 7th St., New York City. 





BYRNE CARD HOLDER PRACTICAL 
INNOVATION IN DISPLAY FIELD 

The Display Card Holder, patented and manufactured 
by the Byrne Display Service, St. Paul, Minn., is filling the 
popular demands of hundreds of displaymen, and finding 
erceptional use in automobile display rooms. The holder 
is 15 x 25 inches, substantially constructed and is equipped 
with metal easel. It is attractive and possesses the card 
holder essentials of adaptability: and utility. 





WOOD CARVED VALANCE IMPORTANT 
CONTRIBUTION IN DISPLAY INDUSTRY 
Bert Landers, Inc., Los Angeles, manufacturers of dis- 
play decorations have made an important addition to their 
already efficient organization through the affiliation of 
Messrs. Bartelaban and Stockford, originators and patent 
holders of the sand blast wood carving machine, one of 
the greatest inventions in the display industry. 





ADDITIONS TO EINSON-FREEMAN STAFF 
C. W. Kip has joined the organization of Einson-Free- 
man Company, New York, as service manager. He was 
formerly assistant advertising manager of the Corona 
Typewriter Company. Another addition to the Einson- 
Freeman staff is O. M. Curtis, Jr., the former Eastern man- 
ager of the Pirex Company. 
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You Need This Pilot, Too, 


For Perfect and Varied Color Harmonies 















d by 
salty No matter how many times the big ships cross the oceans, when they near port, the skill and 
ew expert knowledge of the Pilot is employed. The wise Display Manager does not finally select 
‘ : color combinations for his windows without the guidance of those qualified to know 
oug . . 
tape the consumer appeal of the merchandise and a practical accurate 
line method of determining whether the colors employed are harmonious. 
The Taylor Color Harmony Chart will “‘pilot’’ your displays, clear 
of all color difficulties 
into the Port of Har- 
le * mony. 
aden SOME WELL KNOWN STORES USING . 
luces THE TAYLOR COLOR CHART 
now Franklin Simon Co. Abe C. Levi 
‘ Bonwit & Teller J. J. Diskon 
dis- Best & Company Hearn’s ; 
h John Wanamaker H. E. Bartlett : 
the Saks & Company Scruggs-Vandervort 
iding R. H. Macy & Co. Straus & Sons Co. 
Bedell Company Strumph & Company 
» cal- A. I. Namm Shephard Stores : 
Fred’k Loeser Co. Thalheimer Bros. 
cme Russek’s Ia Salle & Koch 
pany Worth, Inc. Thompson-Belden Co. 
Lord & Taylor The Bailey Company 
Bloomingdale Denecke Company 
Duffy-Powers Co. Ashten D. G. Co. 
Marshall Field Joslin’s D. G Store 
RE Mandel Bros. T W. Hale Co. 
Stix, Baer & Fuller Hale Bros. 
Famous Barr Co. Bamberger 
‘t the Nugent & Co. Wolf & Marx Co 
Daniels & Fisher Strawbridge & Clothier 
y; 30 A. T. Lewis D G. Co. N. Snellenburg & Co. 
aking Hochschild, Kohn & Co. Schoonmaker & Co 
Monnig Dry Goods Co. R. H. Muir 
erest Wm. F. Gable Co. Wm. Filene’s Son Co. 
inlay Abraham, Strause Co. Wolf & Dessauer 
ipey- Kaufman’s Big Store Block & Kuhl Co. 
nable Olwin Angell Co. Ouackenbush Company 
Bowman & Co. Pettibone-Peabodv Co 
than A. Harris & Co. Sibley-Lindsay.Curr Co 
. £ Miller & Rhodes Jordan Mersh Company ) 7 —_—* - 
. . Sortuur ack Ce. fo Eee casas te Patented Chart—Size 22 x 29 
be Torgenson-Blesch Tohn M. Smyth (>. inc : iInforc ry ' 
Liickey-Platt . Tt Gene & e. inches reinforced with linen 
alle Bros. Paul Steketee & Sons ole r = = 
Kaufman Straus Co. Brager Den. Pog back. Shows 96 colors pope 
Ashton Dry Goods Co Rike-Kumler Co lar and standard—3 masks— 
Berkson Bros. Selfridge & Company : ; ne ae 
Burgess Nash Co. T. Eaton Company, Ltd. one sheet of Pictorial instruc- 
‘tured tions. Complete, $15 Postpaid. 
g the 
nding . : : P 
older Taylor Chart instantly gives big choice of har- 
ipped monious combinations for every color named J 
card : on Trade Color Cards. It leaves nothing to haz- F 
ard or luck. a 
eg 
: aif 2 
No books to read—readily understood—solves ty Xe 
ll Color H bl ith del d oY o> 
§ dis- a olor Harmony problems without delay an OV ere 
their experiment. Less cost, less labor, greater ease 74 ssve 
So os 
yn of than the old way. oF te 
= a RRS y e 
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Senorita 
Cleopatra 
Charmian 
Priscilla 
Yvette 
Olga 


On Exhibit at 
Convention 
French Room 


Write For 
Prices and 
Description 


DON’T FAIL TO SEE THE LATEST—MOST PRACTICAL 
AND MOST BEAUTIFUL DRAPING STANDS 


ADVANCE SHOWING OF THE NEW BODINE-SPANJER 
CHRISTMAS LINE AT THE CONVENTION 


BACKGROUNDS — ART FLOWER PIECES — DRAPES 
DECORATIVE UNITS — DECORATIVE FURNITURE 


THE ONLY HOUSE IN THE WORLD EQUIPPED TO GIVE 


COMPLETE SERVICE TO THE DISPLAY PROFESSION 
1160 CHATHAM COURT CHICAGO, ILL. 


Near Larrabee and Division Sts. 





























